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EVERY SALESMAN is urged to read the 


Times and Trends pages this 
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DON T miss our special insert New 
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Go after the big slice of such busi- 
ness that lies in your territory.... 
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RURAL electrification is being boosted 
Sixteen Million Dollars 
more were appropriated in Sep- 
tember for “High Line” exten- 
sions—58,000 new wiring jobs for 
contractors and every newly wired 
farm home is a prospect for appli- 
ances, kitchen equipment, farm 
machinery—all CASH-IN_ oppor- 
tunities for the smart wholesaler’s 
salesman who works with his con- 
tractor and dealer customers. 
Look for the List of new R.E.A. 
allotments in the news section.... 
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SQUARE JF) MULTI-BREAKER 















This size house probably will require 6 circuits, 3 for light- 
ing and | each for appliances, range and water heater. $4600 
. 


Cost of service distribution center with fuses 


(DO) MULTI-BREAKER . ... . $1350 


Assume this cottage requires 2 branch circuits for lighting 
and appliances. Compare these costs. 
Ess eT 


Dead front switch with fuses 


MULTI-BREAKER. _. 

. @ If you think Square D Multi-breakeRs add to the 
cost of house wiring, read the comparative figures. 
Sometimes they cost less—sometimes a little more— 
but the difference is always negligible. 

And look what they offer the home builder! Circuit 
breaker protection—branch circuit switching—no fuses 
with the expense and nuisance of replacing them! 

Here is the kind of ammunition that gives your 
contractors a real advantage over their ‘switch and 

fuse” competitors. 

One other important point—the Multi-breakeR 
interests the home builder in better wiring, more con- 
venience outlets, more electrical appliances. It lays 
the foundation for a bigger and better wiring job 
and more profits for both the contractor and you. 

Get this story across to your contractor customers. 
If you need further details, write for Bulletin CA-543. 
CALL IN A SQUARE D MAN 


A house of this size probably will require 5 light- 

ing circuits, | appliance circuit, 1 range circuit and 

1 separately metered water heater circuit. $350 
‘ . 


Cost of service distribution center 7 oe : $990 
ae SQUARE 7) COMPANY 


{D) MULTI-BREAKERS 


(Photo courtesy Wychwood Corp., Wychwood, Westfield, N. J.) 
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TIMES and TRENDS 
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Wartime Problems Just as our last issue went to 


press the lid blew off in Europe. 

Since then other events of international importance 
have occurred in such rapid succession, struck with 
such sudden and unprecedented force of impact, that it 
is impossible at this time to appraise or predict the 
probable effect of all this upon ourselves and upon the 
business of our nation. 

However, in serving, as we are, an industry that 
constitutes an important and indispensable artery of 
the commercial and industrial structure of our country, 
we do consider it desirable to present here such observa- 
tions and warnings as may appear to be timely and 
pertinent to what we recognize as our particular duty 
under these existing strenuous conditions, namely: 
To aid wholesalers a) in functioning efficiently and 
profitably; b) in taking fullest advantage of existing 
or prospective opportunities; ¢) in so conducting busi- 
ness under war-time conditions that the end of the war 
—whenever it may come—will create few serious in- 
ventory, price or financial problems. 

Our comments and suggestions are based upon most 
intimate personal experiences acquired in the actual 
operation of electrical wholesaling establishments dur- 
ing the World War period. 

We submit them now, as we all are standing once 
more at the threshold to a period of great uncertainty, 
so that they may serve as a measure and a guide for all 
wholesalers who care to use them as such and— 

Because we believe that their publication at this time 
will help the electrical wholesaling industry to avoid 
some of the pitfalls that are found along the path of 
War-time operation and instead gain the utmost in 
prestige, sales volume and profit during the times ahead. 


: 
Time No single factor has as great a bearing on 
the extent and character of war’s aftermath as TIME— 
which means that right now the question that whole- 
salers ponder most frequently is “How long?” 

Estimates range all the way from three months to 
five years. Already, and within the first month of this 
war, several unexpected things have happened that 
were considered almost impossible. The next month 
may bring developments, new alliances, treaty breaking, 
that could result in a re-alignment of power and influ- 
ence which would make an early end probable. The 
same factors, differently shuffled, could make a long 
war inevitable. 

No one can have the answer. 

This means that this is not the time to take anything 
for granted. Instead every wholesaler should be in 
closest possible touch with every department in his 
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business, while every wholesaler’s salesman should 
cultivate the most intimate contact with every one of his 
customers and intra departmental cooperation, particu 
larly between buying, stock and sales departments 
should be improved so that it would rival the smooth 
operation of a fine watch. 

Why? 

Because until we know definitely whether this will 
be a long war or a short one utmost flexibility in opera- 
tion is the safest course. 

If the war is going to end soon, prices may tumble, 
volume may drop, and when that happens the wholesaler 
who has kept himself in a flexible or—as bankers call it 
—“liquid” condition will not be hurt. 

If it’s going to be a long war, that knowledge will 
become apparent soon enough to permit necessary 
preparations. 

Thus, until the die is cast, and events have supplied a 
tentative answer to the question “How long,” let every 
wholesaler remember that time is the key. 


Neutrality Act Without considering what, if any, 


revisions may be made in the present act, we point out 
that, even if it were revised, continuance of the Euro- 
pean war will result in steadily increasing industrial 
activity in the United States. 

Since August nearly 430,000 of our previously un- 
employed have gone back to work. As manufacturers 
in various lines find what they can make and ship to 
belligerents under the existing act, and as the supplies 
of the warring nations become exhausted, our produc- 
tive capacity will be increasingly absorbed. 

If the act is revised along the lines now proposed, 
all industrial activities will be tremendously accelerated 
and the amount of business available to wholesalers 
and their salesmen will increase in direct 
However any planning must be based upon whatever 


proportion. 


answer to the question “How long” may emerge. 


. 
Speculating This is the point at which every whole- 
saler must ask himself the question, “Am I a whole- 
saler or a gambler?” 

Prices are climbing. They will climb to some degree 
as long as the war lasts. It is a great temptation to 
“buy for a rise,” twice, thrice, four times the quantity 
that is actually needed. If the financial resources of a 
wholesaler can stand the strain of such a gambling 
operation, he will temporarily make a profit. 

Comes the question whether prices will keep on 
climbing fast enough and high enough to produce specu- 
lative profits that are large enough to offset the hazards 
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No. 1913-I Receptacle 
with No. 92101 Plate 


OR YOUR LIVE RESIDE 


They're “Bright Spots in the Wiring Picture’ — equally for 
home owner and Contractor. Rich, ivory-like IVORYLITE 
has a style-appeal so aptly in harmony with today’s decora- 


tive tastes! 


Structural merit backs up the style. Duplex Receptacle has 
full-floating contacts, adjusting automatically to alignment 
of the plug prongs with a firm, positive contact. Switches 
also have self-aligning contacts; completely enclosed 
Bakelite bases, compactly small for generous wiring room. 


Solid IVORYLITE neck and operating lever. 


No. 1881-] 


HART & HEGEMAN DIVISION; 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 


BRIGHT SPOTS IN THE WIRING PICTURE 


HaH IVORYLITE 


RECEPTACLES 
SWITCHES 
SMLINE PLATES 
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No. 1881-1 Switch 
with No. 92071 Plate 
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Switches are available in single-pole (No. 1881-1) and 3-way 
(No. 1883-1); listed as standard by Underwriters Laborato- 
ries; rated 10 Amps., 125V.; 5 Amps., 250 V. Plates are of 
standard UNILINE design with universal trade- numbers, 


interchangeable for all makes of devices. 


The IVORYLITE Line, (brown Bakelite optional ), includes 
Radio Outlets and multiple-gang combinations of Switches, 
Pilot Lights and Receptacles. All in all it’s the line of today 
and tomorrow: ... be sure you have all the data on hand for 


properly equipping each job; ask us to see to that! 


ELECTRICAL WHOLESALER 
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of such an operation and also leave a worthwhile net 
profit, after the losses which must be taken in the 
inevitable decline have been absorbed. 

Our answer is No. 

Prices of practically every line of products on which 
an electrical wholesaler might be tempted to speculate 
are governed chiefly by the law of supply and demand. 

While in wartime no one can determine the approxi- 
mate rate of demand, actual supply is determined chiefly 
by our ability to produce. Until capacity is unable to 
supply the current demand there cannot be a real short- 
age such as results in sky-rocketing prices. 

To illustrate this point, here is one example. 

Taking the total output of a certain electrical 
product in the year 1913 as representing 100 per cent, 
the war years 1917-18 pushed our output up 35 per 
cent. Heavy demand during the boom years 1919-— 
1929 resulted in steady increases of production capac- 
ity so that in 1929 production actually was OVER 
THREE TIMES that of 1913. During 1936, the best 
year since 1929, we used about half our producing 
capacity, and last year, 1938, we used only about 40 per 
cent of it. 

Therefore, actual demand for that particular product 
would have to equal that of 1929 or, to use a more 
recent year, it would have to be over 150 per cent 
more than it was in 1938 before we would face a prac- 
tical shortage that might conceivably result in sky- 
rocketing prices such as were witnessed in the period 
1916-19. 

All this means, that due to our vastly increased 
ability to produce we can no longer base our expecta- 
tions for price increases on the 1914~—19 records. 

Thus it would appear that wholesalers will last longer 
and go farther if they stick to their trade and leave 
gambling to the gamblers. 


Pyramiding Wholesalers who are not willing to 


act as economic shock absorbers and wish to avoid or 
reduce the headaches of post-war deflation should 
consider well, before engaging in pyramiding. 

For example, placing an order for 5,000 units with 
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5 different manufacturers, in the hope of beating the 
delivery date of your regular supplier, who already 
has the order, only builds up a false market and 
eventually accentuates the shock of the slump when the 
show is over. 

There are few, if any, manufacturers who will not 
give their regular wholesalers preference over other 
customers. Naturally, they will take war orders, but 
they know that in peace times it’s the wholesaler who 
keeps their bread buttered. 

Therefore, it is recommended that wholesalers culti- 
vate the closest possible cooperation with their manu 
facturers, make estimates of, and place orders fot 
probable requirements as far in advance as possibie, ob- 
tain from suppliers frequent reports on time required 
to supply various products. 

Manufacturers will be found ready and willing to do 
anything that prevents recurrence of the pyramiding 
epidemic of the last war and post-war period. 


Chart We have prepared the accompanying chart 
so that wholesalers may study the movements of busi- 
ness and priges during the World War period in the 
light of more recent and better remembered experi- 
ence. 

Price movements as shown represent the index pub- 
lished by the U. S. Bureau of Labor Statistics. For 
the index of general business activity, we are indebted 
to Business Week. That part of the population curve 
showing increases since 1930 represents careful esti- 
mates based on previous census figures. 
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Sell Appliances 
Onstall Wrrin g 
Promote Avequate Wirine 


The Fustat lets you use more appliances — 
without NEEDLESS blowing of fuses 


Even on circuits that are 
already well loaded you can 
plug in washing machines, 
refrigerators, ironers and 
other motor driven appli- 
ances — because the Fustat 
will not blow on the motor 
Starting current. 


Yet there is no loss of 
protection because the 
Fustat will open to protect 
if the circuit is overloaded 
or there is a short-circuit. 


The Fustat wipes out 

many useless service calls 

that irritate customers and often cost the dealer time and 
money — particularly if made during the guarantee period. 


Helps sell user idea of installing new circuits 


Once the proper size Fustat is installed it cannot be re- 
placed with a substitute or 
with a size that is too large to 
protect. 
If the circuit is not ade- 
quate, the user cannot dodge 
the issue by bridging the fuse 
— or overfuseing — and thus 
sacrificing safety. 
The Fustat makes the user 
realize when wiring is inad- 
equate. 


Helps eliminate low voltage complaints 


The Fustat keeps the user 
from loading the circuit 
beyond the proper capacity 
of the copper. This prevents 
a voltage drop that is so fre- 
quently the cause of users 
complaining about toasters, 
percolators and other ap- 
pliances not operating 
efficiently. 


Builds confidence in the electrical way 
of doing things 


The Fustat helps sell the electrical way of doing things 
— for it generally permits users to add new appliances 
without being annoyed by needless blows . . . it assures 
proper operation of appliances because low-voltage can- 
not be caused by overloading it reduces chances of 
users being frightened by shorted cords burning up, for 
the quick action of the Fustat on dangerous cord shorts 
— prevents spraying of metal, starting of fires, burning 
of users it helps teach user that the protective de- 
vice is a desirable safeguard instead of a nuisance 
thus it assists the whole industry to build towards bigger 
business and better times. 

re"s 
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KIRKMAN ENGINEERING CORP 
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‘of protection hos ran 
< \ @ > 


CO., University at Jefferson, St 
JEFFERSON ELECTRIC COMPANY, Bellwood, II 
121 Sixth Ave 
NATIONAL ELECTRIC PRODUCTS CORP., Fulton Bldg., 
UNION INSULATING CO., 27 Park Place, New York City 


SERVES 
SAVES, 


Louis, Mo 
Bo 
—— 
Retails at 7c 


in 15 to 30 amp. sizes 


New York City 
Pittsburgh, Pa 
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LIGHTING FOR PROTECTION—This Netherlands’ motorship Oranje, 
leaving Amsterdam last week for the Dutch East Indies, ablaze with light 
for better war-time protection, furnishes a perfect example of what fac- 
tories, power plants, public buildings, etc., may require under war condi- 
tions to reduce danger from sabotage through brilliant flood-lighting and 


spot lighting illumination of exteriors. 
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eague Activities 
oost For Wholesalers 


Promotion and education aetivities of leagues and 
other organizations are stimulating strong public 


interest, making more 


ARD-HITTING promotional campaigns 

of associations in various parts of 

the country are furthering con- 
sumer interest and creating a definitely 
expanding market for wholesalers, con- 
tractors, and dealers. 

Designed to inform the public of the 
idvantages of living electrically, thereby 
increasing the business of the entire 
electrical industry, these programs de- 
serve the close cooperation of every 
wholesaler’s salesman. 
operation on such drives will 
their success, which in turn, is reflected 
in larger sales. 

Some activities 


Greater co- 


assure 


recently completed, 


currently operating, or planned for the 
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sales for wholesalers 


near future, are briefly summarized as 
follows: 


CLEVELAND’S LEAGUE has just 
concluded several worthwhile activities. 
Representatives of leading women’s 
clubs attended a series of lectures in 
the league’s auditorium covering wiring, 
lighting, kitchen and laundry equip- 
ment, and winter air conditioning. These 
ladies in turn are carrying the informa- 
tion to their respective clubs. This or- 
ganization is staging an electric range 
campaign, heavily advertised and further 
promoted by teas, cooking schools, etc. 
To stimulate salesmen, a $2,000 “kitty” 
will be divided among leaders. The 


association recently made a survey of 


1,258 middle class homes to determine 
number of appliances in use, 
present market. Here are results: 


show 


APPLIANCE NUMBER SATURATION % 
Cleaner 1,022 81.2 
lroner 103 8.1 
Percolator ' 34) 27.1 
Portable Heater 58 4.6 
Radio 1,251 99.4 
Range 38 3.0 
Refrigerator ; 776 61.6 
Roaster 69 5.4 
Toaster 736 58.5 
Washer 1,085 86.2 





INDIANAPOLIS. 

cooperating with the Purchasing Agents 
\ssociation on plans for spring indus- 
trial show, with the league being re- 
sponsible for electrical participation. 


The League is 





PHILADELPHIA’S 


in the midst of annual lighting cam- 


LEAGUE is 


paign. As usual, worthwhile awards 
will go to wholesalers’ salesmen and 
dealers who bag most business. <A 


heavy advertising campaign paves the 
way. 


SEATTLE’S LEAGUE has arranged 
for adequate wiring in five model homes 
being constructed in suburbs. 


ST. PAUL. Plans now on the way 
for electrical show to be sponsored by 
the North Central Electrical Manu 
facturers Club, which will be held at 
the St. Paul Hotel, February 12 to 15 


MILWAUKEE. Wisconsin Radio, 
Refrigeration and Appliance Associa 
tion spreading its worthwhile drive 
against wholesale-buying beyond Mil- 


waukee County to entire state in 
cooperation with Wisconsin Retail 
Hardware Association. Initial educa 


tional-letter went out recently to 500 


large industrial executives. 


ADEQUATE WIRING BUREAU 
continues to move ahead fast in all 
territories. Further impetus will result 
from three regional meetings held in 
August and September. At these larg: 
gatherings experiences were exchanged, 
ideas swapped, new plans formulated. 


KITCHEN BUREAI 
swinging int 


electric rang 


MODERN 
This organization now 
the last quarter of its 
drive is urging wholesalers and dealers 
to make use of effective advertising 
material available including direct mail 
pieces, window streamers, store decora- 
tion, plan books, radio scripts. 








ROYAL WINNERS. As part of Graybar’s 70th Anniversary, a contest built 
around Royal Cleaners was staged, with various districts participating. Chi- 
cago did the best job, copped the trophy. A. H. Zirke, president of P. A. 
Geier, presents the award to Walter P. Hoagland, head of Graybar’s central 
district. At left is John Lawton, Graybar’s Chicago appliance manager; at 
right stands George Cossman, assistant sales manager and merchandising 


manager for the wholesale house. 





Five Model Homes 
In Seattle 


Seattle’s public will soon _ start 
browsing through five model homes 
which are being constructed at Sheri- 
dan Beach on the north shore of Lake 
Washington. And while these poten- 
tial builders are going through the 
homes, they will learn about good 
wiring—what it is, why it’s better— 
because each home will be wired ac- 
cording to standards of the Seattle 
Adequate Wiring Bureau. 

Electrical wholesalers, contractors, 
manufacturers, utilities and labor or- 
ganizations are cooperating with the 
sponsors (Bon Marche department 
store, Puget Mill Co., Seattle Trust 
& Savings Bank) on the five-house 
show. 


Radio Upturn 


UTICA, N. Y.—Due to the war in 
Europe, and some fine salesmanship, 
Langdon & Hughes Electric Co. is en 
joying an encouraging boom in its 
radio business, and at the present time 
new set sales are running 160 per 
cent of quota. Besides the sales de- 
partment’s good record, the repair 
department has been on a day-and- 
night schedule for several weeks put- 
ting in new condensers, tubes, etc. for 
dealers who do not maintain service 
shops. 
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Walker Opens 
New Quarters 


TERRE HAUTE, IND.—Celebrating 
its seventh anniversary, Walker Elec- 
tric Supply Co. moved into its new 
location at 126-130 S. Third St. last 
month. The building, which the com- 
pany purchased and remodeled to fit 


its requirements, is of two-story con- 


HOUSE WARMERS. 


struction, contains 25,000 square feet. 

President Joe Walker and his able 
staff started the business on a modest 
scale in 1932, have gradually ex- 
panded, and now distribute major ap- 
pliances as well as supply lines. Also 
they operate a motor repair depart- 
ment. 


Cleveland Stages 
Market Month 


Aimed to stimulate sales, also to 
show itself off a bit, the city of Cleve- 
land held its first Market Month dur- 
ing September. Sponsored by the 
Chamber of Commerce and carried out 
by wholesalers, the drive ran under 
the slogan, “Cleveland Has It and 
Can Ship It Quickly.” 

Individual wholesalers set up fine 
displays, polished themselves up gen- 
erally for visiting buyers of the Cleve- 
land marketing area. These distribu- 
tors sent out some 25,000 invitations 
to their customers and prospects ask- 
ing them to attend Market Month. 
Electrical wholesalers taking an active 
part in the drive included Allen Elec- 
tric, Milner Electric, George Worth- 
ington Co., and W. Bingham Co. 

One of the high spots of the month 
was a three-day merchandising sales 
clinic held at the Cleveland Hotel. 
Speakers included L. L. Shoemaker, 
director, Merchants Service Bureau, 
National Cash Register Co.; Dr. Felix 
E. Held, secretary, College of Com- 
merce, Ohio State University; and 
Elmer Wheeler, well-known speaker 
on salesmanship. 


When Farnsworth Television ©& Radio Corp. 


officially opened its plant at Marion, Ind., it held a good old fashioned 


housewarming attended by 4000 friends. 


Among those present were, left 


to right, J. P. Rogers, vice president; Governor M. Clifford Townsend of 
Indiana; R. C. Jenkins, factory superintendent; and Billy Connors, chairman 


of the Greater Marion Assn. 
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Nutter Directs 
Moock Sales 


CANTON. OHIO—To coordinate 
better the sales activities of the houses 
at Canton, Cleveland, Akron and 
Youngstown, Harold M. Moock, presi- 
dent of Moock Electric Supply Co., 
has appointed Glenn M. Nutter general 
sales manager, a newly created posi- 
tion. Nutter, who opened the Cleve- 
land branch in 1936 and brought it 
along in fine style, moves to company 
headquarters at Canton. 

The Cleveland house is now under 
the management of Charles Conrad, 
who has been covering the city terri- 
tory there. 


Wesco At 
Williamsport 


Last month Westinghouse Electric 
Supply Co. opened a branch house at 
Williamsport, Pa., to better serve its 
customers in that territory. Contain- 
ing 25,000 square feet of space, the 
warehouse is located at 348 W. Fourth 
ot. 

P. R. Blackburn, who was lighting 
specialist at Philadelphia, is manager. 
J. L. Carbutt, formerly sales clerk 
at Philadelphia, has charge of inside 
operations. This house reports to the 
Quaker City house. 


Range Wind-Up 


Going into the last quarter, the 
Modern Kitchen Bureau’s electric 
range campaign is moving ahead for 
1 strong finish. Material such as di- 
rect mail pieces, window banners, 
radio programs, and newspaper ads 
ire being used to help wholesalers’ 
salesmen and dealers cash-in on the 
ictivity. 

To further stimulate range suales, 
individual manufacturers are sched- 
uling space in general and women’s 
magazines between now and Christ- 
mas. 


Brady Outing 


ELMIRA, N. Y.—Brady Electric 
played host to some 150 contractors, 
lealers, and industrial men at the EI- 
mira Country Club a few weeks ago. 
From one in the afternoon until well 
into the evening Brady customer- 
friends were busy playing golf, cards, 
ball; drinking beer and Coca-Colas; 
eating plenty of good food. 





I.E.S. PRESIDENT, elected at the San Francisco convention, is Lester H. 
Graves, left, vice president of Curtis Lighting, Inc. He succeeds his com- 
panion, DeNyse W. Atwater of Westinghouse. 





ew R.E.A. Projects 
pen Vast Wholesaler's Market 


On September 


ll R.E.A. 


announced allotments 


totalling 


$7,993,500 for 8,266 miles of line, to serve 27,619 customers. 
September 19 further news came that contracts to tune of 
$8,173,530 for construction of 30,461 miles of line, serving 30,461 


immediate customers have 


HOLESALERS’ salesmen, con- 

tractors, and dealers operating in 
rural sections will greatly benefit from 
continued activity of the Rural Elec- 
trification Administration; because 
each project offers an opportunity for 
the sale of wiring materials, lighting 
equipment, appliances to members of 
every cooperative. 

For this reason we are listing locali- 
ties where R.E.A. projects will soon 
be starting, also the size of each job 
and the number of customers that 
will be buying electrical equipment as 
a direct result. (See next page.) 

One of the wholesaler’s problems in 
the past was getting hold of materials 
that farmers could afford to buy. But 
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been approved. 


this situation has improved through 
introduction of electrical equipment 
especially designed and priced for the 
rural market. 

The selling picture is also rosier 
due to the rise in prices for grains 
and other foodstuffs caused by the 
European war. It means that many 
farmers, who have been holding back, 
now can afford electricity and all the 
comfort and labor saving devices that 
go with it. While their more pros- 
perous brothers will be enabled to buy 
adequate wiring, refrigerators, ranges, 
several small appliances instead of 
just the bare wiring, an iron, radio 
and water pump. 

Last month, on page 13, Whole- 


9 








saler’s Salesman published a list of 
R.E.A. allotments from July 1 to 
August 11. Here are allotments to 
September 11 and approved construc- 
tion contracts as of September 19. All 
are in territories regularly served by 
wholesalers and all present a growing 
field for intensive tapping. 


R.E.A. ALLOTMENTS 
Mem- 


Town Miles bers Amount 


ARKANSAS 
Jonesboro ; ..230.... 689. . $150,000 
GEORGIA 
Moultrie ve .. 1,619... .362,000 
Monroe . ; — a 6 
Oa TO t—= 
Camilla , : om ORE 
Louisville .. ' 6 was 
IDAHO 
Sandpoint ; one 
ILLINOIS 
Mattoon 
INDIANA 
Williamsport 
Delphi 
Greensburg 
Greenfield 
Angola 
Kentiand 


IOWA 
Woodbine 


Thompson 
Esterville 


KANSAS 
Horton 
Clay Center 


KENTUCKY 

Danville 

Glasgow 157,000 

Owenton y 267,000 
LOUISIANA 

Lafayette 98,000 
MICHIGAN 

Hart ‘ j 112,000 


MINNESOTA 
Granite Falls .. 110,000 
Benson 136,000 
Tyler ; 239,000 
Ulen : 150,000 
MISSISSIPPI 
Clarkedale .... ... 142,000 
Hollandale ........ ; . 60,000 


NEBRASKA 
eee = ... 25,000 
eee : es 174,500 
NORTH CAROLINA 
Kerr ; - 9 , . .. 88,000 
Scotland Neck . , ... 107,000 
Mocksville | ee .. 125,000 
Shallotte ....... ; 95,000 
Richlands F . .284,000 
NORTH DAKOTA 
Verendrye , . 90,000 


OHIO 
Paulding ; 166,000 
Greenville a 94,000 
Attica ; .. . 86,000 
Lancaster i 95,000 
Bellefontaine : . 139,000 
Hamilton . 80,000 
Kenton .. : 133,000 
PENNSYLVANIA 
Warren ey 187,000 
Somerset 
SOUTH CAROLINA 
Bamberg 
TEXAS 
Bonham 
Olney 
VERMONT 
Barre « 
WISCONSIN 
Oakdale 45! 
Greenwood cir 
Eau Claire 285 
Friendship 429 


8,266 27,619 $7,993,500 


R.E.A. CONSTRUCTION 


APPROVED 


Mem- 


Town Miles bers Amount 


ARKANSAS 
Fayetteville 68 160 
COLORADO 
Monte Vista 57 154 
Bailey 72 300 


Brighton ee eee, 


FLORIDA 
Keystone Heights. .249 548 


Graceville 265 541...2 


GEORGIA 


Marietta ee ee 


IDAHO 
Lewiston 
Ashton ; 73 
ILLINOIS 
Divernon 
Champaign 520 
Newton . 
INDIANA 
Newcastle 2 
Rushville 49 
Linden 
IOWA 
Corning 79 
Thompson 268.... 
Sibley 180 
Postville 
KANSAS 
Topeka 59 
El Dorado ~ 
Axte!! 387 
Pratt 
KENTUCKY 
Campbellsville 
Morganfield 
Lawrenceburg 
Cynthiana 
Monticello 
LOUISIANA 
Bossier 
Homer 


MINNESOTA 
Two Harbors 
Benson 


MISSISSIPPI 


Lucedale 


MISSOURI 
Savannah 
Annapolis 
Butler 
Trenton 
Neosho 


NEBRASKA 
Wood River 
Kearney 
Central City 


NORTH CAROLINA 
Tarboro 10 


NORTH DAKOTA 
Grafton . 


OKLAHOMA 
Kingfisher 
Sayre 
Lindsay 
Cordell 
Okmulgee 
Stillwater 


PENNSYLVANIA 
Parkers Landing 
Bedford 


SOUTH CAROLINA 
Columbia 
Aiken 
Laurens 


TEXAS 
Gilmer 
Hereford 
San Augustine 
Decatur 
Stanford 
Atle 


VERMONT 
Eden Millis 


VIRGINIA 
Harrisonburg 
West Point 
Bowling Green 
Lovingston 
Boydton 


WISCONSIN 
Cornell 
Arayle 10 
Balsam Lake 201 
Friendship 224 
Jump River 156 


12.897 30,461 


$47,132 


37,509 
86,633 
164,339 


.. 124,942 


124,068 
74,574 


88,038 
51,210 


.. .70,474 


372,855 
160,412 


. .70, 184 
35,522 


134,690 


. 59,229 


. . 125,024 


118.355 
161,621 


. 38,475 
. 81,351 


243,300 
("974% 


.. 40,759 


128,523 


74,031 
111,481 


56,000 
173,373 


165,045 


.. . 143,468 
.. 141 855 


249,643 
225.927 
198,857 


95,447 
79,666 
71.971 


55.417 
159,867 


93,70! 
89,713 
64 793 


.. 155,895 


195,708 
95,741 


215,766 
172,546 


. .425,541 


87,969 


- 169,532 


. 85,334 


103.580 


. 90,499 


... 85,585 


101,442 


. - 86,787 


.- 45,591 


118,972 
7,054 
138,324 
157,213 
94,030 


8,173,530 


Slattery Heads R.E.A. 


WASHINGTON, D. C.—Responsi- 
bility for activities of the Rural Elec- 
trification Administration is now in 
the hands of Harry Slattery, long 
identified with the Norris-Ickes- 
Rankin school of “conserve our natu- 
ral resources.” He succeeds John M. 
Carmody, who has moved ahead to 
Federal Works Administrator. 

Slattery was Under Secretary in the 
Interior Department before taking 


over the new post. A familiar figure 
in Washington, he was educated at 
Georgetown and George Washington 
Universities there, and in 1909 became 
secretary to Gifford Pinchot, then 
head of the Forest Service. In that 
work Slattery had a hand in pushing 
through a Congressional investigation 
on the handling of Alaskan coal claims 
by the Interior Department. 

Ever since, he has been in most 
every major conservation and power 
fight. A lawyer by profession, he 
has frequently worked behind-the- 
scenes supplying information and data 
for these many campaigns. 

Suave and soft-spoken, Slattery can 
be plenty “tough” when necessary. 
For instance during the early stages 
of the Teapot Dome _ investigation 
when he was working with the late 
Senators Thomas J. Walsh and Robert 
M. La Follette, Sr., a hired thug 
threatened Slattery if he didn’t curtail 
his activities. Slattery responded by 
personally and promptly bouncing him 
out of his office. This prompted 
Senator La Follette to describe Slat- 
tery as “the kind of a man I would 
like to go tiger hunting with in the 


dark.” 


Wiring Conferences 


During its 20 months of campaign- 
ing for better wiring, the National 
Adequate Wiring Bureau has accom- 
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plished much, learned a lot which will 
be useful in the future. To swap 
experiences and plan ahead, the Bur- 
eau has just held three regional con- 
ferences, attended by representatives of 
all industry branches. 

The first meeting took place in San 
Francisco August 17 and 18, was at- 
tended by 105 men from eight states 
and western Canada. On September 
21 and 22, representatives from 11 
central states gathered in Chicago, and 
the trade from six Middle Atlantic 
states and the District of Columbia 
met at Pittsburgh, September 28 and 
20 


Fullerton Enlargement 


MUSKOGEE, OKLA.—With busi- 
ness well ahead of last year, Fullerton 
Electric Supply Co. has found it nec- 
essary to increase it’s warehousing 
facilities, acquiring an additional 1000 
square feet of space. 


Cutler-Hammer 
Expands In Colorado 


In order to better serve its custom- 
ers in the Colorado territory, Cutler- 
Hammer has expanded operations of 
its Denver office with additional men 
und more warehouse space. H. L. 
Vaughan manages this territory. 


Allis-Chalmers Shift 


CHATTANOOGA — Allis-Chalmers 
has moved its district office here to the 
Chattanooga Bank Building, 737 Mar- 
ket St. 





AT COUNTER of Esco Electric Sup- 
ply Co., Albany, N. Y., are three Esco 
men and a contractor. At the right is 


Resume Meetings 


KANSAS CITY—Like most other 
groups, The Electric Association of 
Kansas City holds no regular meet- 
ings during the summer months. but 
with vacations over and members back 
to the grind, it has resumed the regu- 
lar luncheon meetings. 

The new season started September 
12 with more than a hundred mem- 
bers at the Hotel President for a L£0% vl 
lunch and to see off-guard movies of 





themselves taken at the summer picnic. COMPETITION between the Steem 
This association, sponsorer of the iron, Wheeler fluorescent catalogue 
Red Seal wiring plan there, certified and camera. Camera cops the atten- 


tion of L. W. Hall, Jr. for a split 
second, while K. A. Keegan shares his 
interest between the catalogue and 
iron. Both fellows are with Baldwin- 
Hall Co., Syracuse, N. Y. 


66 homes during August, the largest 
month since the plan was started 13 
years ago. For the vear, through 
\ugust, 394 homes were certified, 
against 200 in the same period last 
year. 





| Adds Bulldog 
Tomberg Active SYRACUSE, N. Y.—Further 


: a ee . : J strengthening its services to contrac 
WILKES-BARRE, Pa. — Following tors and industrials, the Baldwin-Hal 


their dad’s footsteps into the whole- Co. has taken on the complete Bull- 
saling game, Sons J. and S. Tomberg dog line of control equipment. 
are now selling for Tomberg Electric 


Supply Co. These men, both college 

graduates, are helping to cover the 

company’s 50-mile territory. ° 
The warehouse has been completely General Electric 


rearranged and new shelving installed. 
\Iso the fixture display has been ma- Promotes Bullock 


terially enlarged. 
BRIDGEPORT—Boyd W. Bullock, 
for the past 17 years in the publicity 
department of General Electric’s Sche- 


nectady plant, has advanced to adver- 
Frank Adam tising manager of the company’s 

appliance and merchandise depart- 
Appointment ment, with headquarters in this city. 

Since 1933 he has been assistant man- 
ST. LOUIS—Frank Adam Electric ager of the publicity department, 
Co., has named A. V.. Sorensen, 
owner of the Midwest Equipment Co.., 
1206 Farnam St., Omaha, to handle 
its line of products in Nebraska and 
Towa. Well known to the wholesal 
ing, contracting and industrial trade 
in that area, Sorensen also represents 
\llen-Bradley, Edward L. Wiegand 
Co., Electric Machinery Co. and 
Ward-Leonard. 


Noma Moves 
Chicago Office 


The Chicago offices of Noma Elec- 
tric Corp. now occupy an entire floor 





Joseph W. Thorp, Rensselaer, N. Y. in the building at 564 W. Monroe Closely associated with apparatus and 
contractor. Then meet A. L. Scott, St. Here Manager H. A. Brown has institutional advertising and_ broad- 
general manager; Lester Youmans, 15,000 square feet of floor space, con- casting. : pe : ena 
order editor; and Ed Sickler, counter siderably more than in the former A graduate of the University of Illi- 
salesman. location at 740 W. Adams St. (Continued on page 52) 
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Salesmanship Scores 


Where Friendship Fails 


Permanent success in selling can be built solely on straight 


sales effort. 


By 
Forrest U. Webster 


Friendship sometimes helps, often hinders. 





| peta is a privilege which 
cannot be abused. Nevertheless 
many salesmen do abuse it by rely- 
ing on their friends who are also 
their customers to place orders with 
them solely on the strength of the 
personal relationship. 

While no one will deny that 
friendship has its place in selling, 
on the other hand it is important to 
remember that friendship is not 
essential to the making of a sale. 

Given two salesmen, each selling 
a similar product of equal merit, 
one man relies entirely on his 


friendship with the buyer and the 
other relies on his salesmanship. 
Obviously the latter, the man 
who convinces that he has the best 
product for the price should get the 
business. And in nine cases out of 
ten he will get the order because 
the buyer must be able to justify the 
spending of money which does not 
belong to him. In addition, the 
buyer realizes that his friendship 
with any particular salesman is 
known to his co-workers, both sub- 
ordinates and superiors. He cannot 
afford to jeopardize his reputation 





force of a sales presentation. 


afford. 





TOO MUCH OF A LUXURY 


Not always even a help to salesmen in turning prospect into 
customer, friendship can be a barrier to the launching of an 
effective selling talk, and friendly informality can blunt the 


On the other side of the desk, the buyer knows that goods 
purchased from friends will be under even closer scrutiny than 
those bought under competitive conditions. 

For both buyer and seller friendship when used to gain undue 
advantage over competition is a luxury which neither can 








or job by giving business to that 
friend, unless it is pretty well agreed 
that the product the friend sells and 
the price and service offered deserve 
the order. 

Where too close a friendship with 
a “key” buyer exists, the salesman 
will rely too much on this key con- 
tact, fail to consider the other 
people concerned with the purchase 
or use, in other words, he will do a 
poor selling job and lose the order. 

Often friendship with a buyer 
prevents a salesman from giving a 
strong sales talk when an order is 
up. Or the buyer finds it more easy 
to put off his friend on the plea that 
they can talk “after the bridge 
game” tomorrow or on some other 
pretext. He is apt to do this, too, 
if another salesman, competitive to 
his friend, has been doing a steady 
selling job to the point where the 
buyer’s mind is practically made up 
in the other’s favor. 

Also the friend-salesman fre- 
quently finds it difficult to insist that 
the buyer hear him now and hear 
him completely for fear of abusing 
his friendship. He is handicapped 
in using the aggressive methods 
that the good salesman, who is not 
the close friend, can and does use. 

Why then, if friendship is not an 
important factor in selling, do so 
many salesmen put their main reli- 
ance on it? In this writer’s opinion 
it is because they have not always 
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Forrest U. Webster, Man- 
ager Sales Development, the 
Union Metal Manufacturing 
Co., tells his men how to 
make salesmanship score. 





been taught the fundamentals of 
salesmanship, either in school or by 
their manager. 

Unless a salesman is inherently 
far superior to the average or has 
been properly trained, the chances 
are that he will early in his career 
either become a “you don’t need 
anything from me today, do you?” 
type, or he will start making friend- 
ship the basis for the orders he 
hopes to get. (Believe it or not, of 
eight salesmen who called on our 
factory maintenance man in one 
week, five said just that or its 
equivalent. Only three of the five 
were wholesalers’ men. ) 

Never having been taught how to 
utilize the calls on customers by 
employing 
tactics of true salesmanship, he will 
soon find it difficult to make those 
periodic calls without having some- 
thing definite to say. Without 
needed push and objective he makes 
little progress, unless the buyer is a 
friend. You can always find things 
to say to a friend and forget all about 
the products you want to sell. 


some of the obvious 


If it were not for competition, this 
reliance on friendship would bring 
permanent success. The salesman 
would spend five or ten minutes 
gossiping with each buyer, at the 
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end of which he would get his order. 
Unfortunately, 
always on the job. 


competition is 


[f competition has men who know 
salesmanship as well as the ability 
to make friends, then friendship 
alone will cease to rule. The buyer 
eventually will be convinced that he 
should use the competitive product, 
for he will always want to purchase 
the service or product which he 
honestly believes will be best for his 
company. 

If friendship sways any buyer t6 
much, not only will a few costly 


his 


mistakes shake the confidence of 
bosses and his subordinates in his 
ability, but more important, under 
such circumstances, he finds it diffi- 
cult to justify his spending of money 
which does not belong to him. 
Therefore the high class, honest 
and conscientious buyer, with few 
exceptions, will place the order with 
the man who does the best selling 
job. Not only the best job when 
the order is up for placing, but the 


Not only 


the best selling job on the “key” 


best job call-in-call-out. 


buyer, but also on that man’s sub- 
ordinates and, if 
superiors. 

If, in the process of doing a No. 1 


possible, his 


selling job, the customers grow to 
like such a salesman, and such lik- 
ing grows into a sincere friendship, 
so much the better. A _ personal 
friend, who is also a friend of the 
product and the company which 
makes it, will see to it that the order 
goes the place he wants it to go, and 
the low prices of what he considers 
inferior products will not avail as 
competition. That kind of friend- 
ship with buyers is worth having, 
so must be developed. 

How to get it? 

Teach the young salesman (and 
the old ones too if they will take it) 
how to do a sales job for the product 
each time they call. Never let them 
call on a customer or prospect, par- 
ticularly on routine calls, without 
something definite to discuss that 
will in one way or another benefit 
the customer in his business. Then 
the salesman will always be wel- 
comed because he will be giving 
something of direct value in return 
for the time the buyer gives to him. 
In that way, true salesmanship is 
used to get the order, and friend- 
ship remains in its proper place in 
the sales picture. That place is 
merely incidental—for friendship is 
not essential to selling. 








Your Lool.... 





Successful salesmen make more sales because 


they fit the telephone into their selling scheme 


for primary and supplementary customer contact 


ECENTLY a mid-western electrical 
R wholesaler, learning that an out- 
of-town customer was in the market 
for a large quantity of cable, conduit 
and other wiring materials, picked 
up his telephone and called the cus- 
tomer to solicit the order. Within a 
few minutes, at a cost of only $6.25, 
negotiations that 
$22,000 


he had begun 
resulted in a 


order for his firm. 


eventually 


This may seem an extraordinary 
instance of the effectiveness of tele- 
phone selling. But is it? 
day, while on the road, that same 
wholesaler’s salesman uses the tele- 
phone to keep in touch with cus- 
tomers between personal visits, to 


Every 


make advance appointments to avoid 
lost calls, to talk 
matters with customers, and to con- 


over service 


14 


vey news of price changes and new 
developments. 

Thus learning of the customer 
being in the market, the head of the 
firm simply did what he would 
expect any of his salesmen to do. 
He used the telephone to tell the 
prospect the advantages of buying 
this particular bill of goods from his 
firm. Viewed against this back- 
ground of planned use of the tele- 
phone as a auxiliary, the 
$22,000 sale by telephone is seen to 


sales 


have been much more a result of 
method than mere luck. 

Systematic and aggressive use of 
the telephone can help you to build 
business, just as it has helped this 
firm—provided always, of course, 
that it is used tactfully. 

Selling by telephone is in no sense 


By 


R. Frank Harrel 
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intended to supplant the personal 
sales visit. Rather, it serves best 
if used to supplement personal sales 
efforts and to make these more effec- 
tive. Used to supplement personal 
sales visits, direct-by-mail treat- 
ment of customers, advertising and 
other general sales efforts, its flexi- 
bility permits the economical accom- 
plishment of one or several main 
sales objectives. 

Telephone selling is not a sporadic 
cure for sick business. For best 
results its use should be made a 
definite and permanent part of the 
selling plan. So the first thing to 
decide is what you want telephone 
selling to accomplish for you. Sup- 
pose, for example, you want to try 
telephone selling to get more busi- 
ness from contractors. 


Make It Personal 


The first step is to list each con- 
tractor on 5 x 7 inch index cards, 
List their 
telephone 


one for each prospect. 
names, addresses and 
numbers, together with any infor- 
mation available about the type of 
building or alteration, whether or 
not you sell regularly to this cus- 
tomer, and the type of material that 
the job will most likely call for. 
This information will come in handy 
when you or your salesmen call the 
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customer by telephone, and it also 
forms the basis for records that will 
guide you in subsequent telephone 
and personal sales efforts. 


The second step is to consider the 
person who is to call these pros- 
pects on the telephone. This per- 
son should have a real interest in 
the business. He should know the 
line and be thoroughly familiar in a 
general way with customers’ needs 
and their ways of doing business. 
He must have a pleasing voice and 
manner and be easily understood 
over the telephone. 

The rule that has been laid down 
by successful telephone interviewers 
is this: Be courteous, friendly, 
brief, and be sure to give the other 
person a chance to say something 
too. No matter what happens, do 
not argue with the customer or use 
sarcasm in word or tone. That 
causes resentment instead of build- 
ing good will. If a customer can’t 
be convinced, or at least have his 
interest aroused by a straightfor- 
ward statement of fact, presented in 
a friendly way, the least the tele- 
phone salesman can do is to leave 
him in a pleasant frame of mind. 
Hurried speech is hard to under- 
stand, so it’s best to speak at a 
moderate rate in an ordinary con- 
versational tone, directly into the 
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mouthpiece about one-half inch 
away. 

Before picking up the telephone 
to make a sales call it is well to have 
in mind what you are going to say. 
Of primary importance as an intro- 
duction is a piece of news—say a 
price change, a new item of equip- 
ment, or a new idea that may save 
a contractor money—to gain the 
prospect's interest. Then, without 
delay, get down to the business at 
hand, whatever that may be. 


Have a Plan 


Just a few hints on sales talks. 
Give your name and the name of 
your company, so that the prospect 
will know at once who you are. Ii 
you are making an out-of-town call, 
mention that fact, as buyers gener- 
ally recognize the importance of a 
call from a distance. If the pros- 
pect has received a letter or a mail- 
ing piece, refresh his memory. Get 
directly to the selling message ; don’t 
be wordy. Avoid memorized sales 
speeches, but have well in mind the 
course that your interview is to 
take. Do not interrupt the cus- 
tomer when he is talking. Distin- 
guish between old customers and 
new ones; you can be more in- 
formal with the old ones while with 
new ones, concentrate on selling. 


Add to a pleasant telephone per- 
sonality accurate and complete 
data, right at hand, and the tele- 
phone call becomes a constructive 
selling medium. 


Finally, it’s a good idea to keep 
a record of the results of each call. 
Jot this down on the prospect’s in- 
dividual card. It will come in handy 
in subsequent dealings with the cus- 
tomer, whether or not the initial 
telephone sales contract has been 
successful. It will also prove valu- 
able in servicing the customer. 


Cover the Territory 


A good many electrical whole- 
salers have scattered 
both active and inactive. The result 
is that many salesmen canvass only 


customers, 


the best customers and neglect the 
others because of the sales expense 
of covering them. This problem 
may be solved by having salesmen 
telephone certain customers between 
personal visits and cover compara- 
tively inactive customers entirely by 
telephone. This plan has_ been 
adopted by a number of 
salers in an effort to increase the 


whole- 


number of contacts with good cus- 
tomers, and at the same time to 
provide for the regular coverage of 
inaccessible or less productive cus- 
tomers by a low-cost method. 

In this inexpensive way, the sales- 
man can discover if the prospect is 
in the market without making a 
special trip to see him. If the cus- 
tomer is in the market, a special 
effort can be made to see him, or 
the order taken by telephone. In 
either case the cost of the call is 
justified. Even if the salesman gets 
neither an order nor an appoint- 
ment the expense has not necessarily 
been wasted. He _ has_ probably 
saved himself a useless trip, and 
has made future orders more likely 
by showing his interest in the in- 
accessible customer, and so promot- 
ing the element of good will. 

Whatever your sales problem is— 
whether it is to get more business 
from old customers, to develop new 
ones in a larger territory, to in- 
crease your salesmen’s effectiveness 
and productive time—it will pay 
you to investigate the possibility of 
using the telephone as a_ sales 
auniliary. 
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Displaying for More Sales 


A‘ wholesalers know that fixtures have to be dis- 
played to sell well. Also they realize that a com- 
pletely wired display is far superior. Miller Electric 
of Utica, N. Y. carries this a step further, numbers each 
piece to eliminate floundering at the switch board. 


In a space 24” by 15” are located the switches controlling 
every fixture on display. Inch-square cards above each 1 
switch gives key number, catalog number, list price. 


Each fixture is individually wired with the number 
adjoining. If the contractor’s customer is interested in 
No. 38, Miller salesman goes to switch panel, lights it. 


Wall brackets are also individually wired. Here Sales- 
man Henry Bandahl puts the finger on No. 216 and can 
light it with no distraction from nearby pieces. 





(Above) BEFORE. For many years the business district of 
Niagara Fal's, N. Y. was lighted by a magnetite-arc system 
and for a long time enjoyed the reputation of being the finest 
illuminated in the world. This provided 15 million lumens. 


(Left) AFTER. New controlled incandescent luminaires once 
again restore the city as a model of street-lighting efficiency. 
The focussed incandescents bathe the streets in 20 million 
lumens of light. 
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HEN fluorescent lighting was announced last year, 
Lindley Electric Supply Co. of Philadelphia, 
showed a keen interest from the start, immediately 
sent the sales staff to Nela Park for the complete story. 
Since then for the first seven months of this year 
fluorescents have carried their entire lighting volume 
41 per cent over the same 1938 period; equalled the 
whole of 1938 volume. Two most important reasons 
are: (1) All Lindley salesmen know the fluorescent 
story, all carry light meters; (2), Practically the entire 
warehouse is fluorescent lighted, so customers see, ask 
questions and buy. 


1 A Fostoria unit over the sales counter contains two-20 watt 
fluorescents, provide 22 foot candles under which Counter- 
men John Casey and Frank Holsworth do their selling. 


? Bosses (and brothers) Albert and Walter Wick check over 


a Kelley unit containing two-36" tubes. 


3 More fluorescents are on display and at work lighting the 

appliance room. This very partial view illustrates another 
example of fluorescents usage —a two-column rectangle 
(20° by 30’) around the room through application of Wire- 
mold fluorescent strip. 


4 Over one of the pricing desks is a two-tube, 24” reflector. 
1bout 30” above working plane it provides 30 foot candles. 


i) Stockmen can see better, therefore give faster service through 
help of a two-tube, 48” Wheeler unit above aisle. 


5 Being relatively new, fluorescent lighting causes curiosity. 
Here Counter Salesman John Casey explains auxiliary’s 
function to an interested customer. 
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By 
Mandus Bridston 


Dodge That Dead Center 


How a Master Salesman supplies motion and cre- 


ates new momentum when an interview stops dead 





M’ first experience with an inter- 
view stopping on dead center hap 
pened years ago. ‘The man to whom 
1 expected to give my sales talk just 
took one look at me, then swiveled 
around in his chair. He propped up 
his feet on the sill in front of him, 
and left me with a back for an audi- 
ence. | mumbled something and left. 
| couldn’t see myself turning on the 
facts in such a situation. 

A veteran to whom | spilled my 
story gave me some advice: He said: 

“Go back and see him, and don’t 
pay attention when he wheels on you 
like that. I’ve heard that he always 
does that. Speak your piece, but don’t 
try to get around in front of him 
while you do so, because he won't 
stand for it. But speak it through to 
the end and then walk up and pound 
on the desk right next to that back 
of his and shout: ‘What in the hell 
do you think of that for a proposi- 
tion?’ ” 

I really didn’t have much faith in 
the idea, but I went back and went 
through it, even to the swearing and 
the shouting—and—the man turned 
around and said: 

“All right! Dl take it!” 

Since that time, I’ve always be- 
lieved that there is a way to solve 
every problem in selling. We must 
map out a campaign broad enough to 
take care of every eventuality if the 
interview should stop on dead center. 
Here are some points not findable in 
the how-to-succeed books: 


1 I've discovered that the best way to 
‘ 


calm down that awfully rushed 


1s 


buyer is to pin him down to a_ few 
minutes. “You've got 11 minutes, haven't 
you?” | might say. 

He'll mutter something about nobody 
ever sticking to what they say in regard 
to time, but will concede that he prob- 
ably has that much time. 

“Well,” [ take out my watch, “that is 
all the time I want: just eleven minutes. 
I'll lay out my watch and go to it, and 
please don’t mind if I talk fast.” 


I do lay out my watch and I time my 
talk. If the dealer gets interested in my 
proposition, I ask his permission before 
1 take more time. It is always granted 
with a grin. 


While I’ve never found another 
* buyer who turned his back, I have 
found plenty who are scared to be sold 
—chronic cases. One of the surest ways 
to sell them off guard is to pack the 
sample case and get ready to leave, even 
to drawing on gloves, reaching for hat, 
etc. And then—just when he lets down 
his defenses, because he thinks he has 
me on the run, I pop the ask-them-to-buy 
question. If I have been right that he 
really should have my stuff, he buys. 


3 The man who “blows up” during 
* the interview for some insignificant 
reason or other, stalks away or is other- 
wise rude, is truly a problem child. When 
such a situation stops an interview on 
dead center, I think there is only one 
thing to do—stop him. In fact, my ex- 
plosion has to be a little louder than 
his, for I must make it clear that I resent 
his rudeness. 1 find that these nervous 
types quickly regret their rudenesses, 
and readily agree to another interview, 
when they are not “too busy.” 


4 The story-teller has a most enter- 
* taining way of stopping the inter- 
view on dead center. Yet, it is not wise 
to listen too long, for he will suddenly 
reach for his watch and exclaim: 

“Great Scott! We've been gassing here 
for 30 minutes. I've got an appointment 
See vou some other time.” 


And there you are, stopped just as 
dead as if he had turned his back. | 
watch for an opening like a hawk, using 
the stories themselves as the openers. A 
fish story, for example. “But you can’t 
catch fish without the right kind of bait, 
and this is the best dollar baiter you ever 
saw’—and I am off on my sales talk. 


5 Different salesmen have different 
* ways of handling the chap who 
won't talk, either to say yes or no. The 
sphinx, you know. The best plan I’ve 
ever used is very simple but it hits the 
nail on the head. When my best points 
seem to be glancing off Mr. Sphinx, | 
stop and turn to my brief case for sup- 
port. I don't try to keep on talking, 
while | rummage through the papers, for 
I want him to be wondering what I am 
up to. At length I fish out a piece of 
printed material, put out by the company, 
and proceed to check certain paragraphs. 
This I hand to him with a— 

“lve checked the paragraphs which 
cover the points I've been making.” 

Of course he takes it, for it is just 
human nature to accept something that 
is handed to you. The next thing he is 
reading it. After he has read the points, 
we have a basis for some questions which 
require answers other than yes or no, 
and also a real basis for a sale. 


6 The blame for stopping the inter- 
* view on dead center does not al- 
ways rest with the man on the other side 
of the desk. Every salesman gets those 
off days when he couldn't sell the pro- 
verbial gold brick. Golf or a show or any 
other kind of hooky only makes matters 
worse, as far as I am concerned. So 
I’ve hit upon the plan of building each 
day around a key call—the first call of 
the day. I aim to make my first call on 
a friendly buyer, one whom I know well 
and who invariably re-sells me on my- 
self, on my line, and on my house, as 
well as give me business. I just can't 
get an off day when I start the day with 
such a bracer. 
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BUSINESS 
Stands Against War 





Let us take a clear-eyed look at this thing we 
call War. 


We is a political tool for domination or 
suppression; a device of futility—unless it 
be waged in defense of our homes, our property or 
our rights—in the preservation of our liberty. War 
destroys everything it touches. So completely does 


it disrupt the order and progress of civilization that 
humanity falters. 


Dangerously widespread amongst our people 
today is the assumption that our participation in the 
European War is inevitable. Some mistrust the tem- 
per and program of the federal government as likely 
to lead us into it; others fear that our sympathies 
will make us an easy prey to the propagandists; still 
others suspect that business and industry, in a blind 
greed for profits, may involve us in the conflict. 


To give credence to such beliefs is to deny that 
we are normal individuals, endowed with intelli- 
gence and a will, or the ability, as a people, to profit 
by our own experience. In all human experience, 
death only is inevitable. 


To say that Industry and Business want war or 
will encourage, directly or indirectly, our participa- 
tion in the present war, is a vicious and deliberate lie. 

The millions of us who, since the World War 
twenty-five years ago, have devoted all our efforts 
and energies to creating and building and improving 
that which we know today as American Industry and 
Business, are convinced that the destiny of this 
country can be wrought only in peace. We cannot, 
and must not, stand aside and watch even the little 
progress we have made since that war sacrificed to 
the pestilence of another world conflict. We who 
are trying to build a lasting heritage for those who 
will follow us truly know that ‘there never was a 
good war or a bad peace”. 


Perhaps it is time to re-emphasize two of the 
three elements of our democratic faith, so simply 
stated by Abraham Lincoln, “that government of the 
people, by the people, for the people, shall not perish 
from the earth’. Now, of all times, it will be wise 
to inform our political stewards that government 
by the people and for the people must be the guiding 
principle in what they do during the days to come, 
and that it is our wil] that in our country peace 
shall be preserved. 


Only the grim and solitary courage of each of us, 
the determination to exert all our intelligence, all 
our individual influence in every way, can insure the 
preservation of peace for our country. 


Preparedness we know to be the most effective 
preventive weapon against the threat of war. We 
must be certain, therefore, that we provide our air, 
land and sea forces with the best in armaments and 
material, in adequate supply to maintain properly 


and impressively our national responsibilities and 
defense. 


Most important is that we as individuals, thus 
inspired, band together to exert the full strength 
of Industry and Business in the maintenance of 
peace. 

If we are to succeed, we must be forceful, we 
must be articulate. To that purpose we pledge our- 
selves and the resources of our publications. An 
expression from our readers will greatly assist in 
such a mobilization of industrial opinion. Together, 
in this critical time, we can serve America well! 


President, McGraw-Hill Publishing Company, Inc. 








This message is appearing in all McGraw-Hill industrial and business publications, 
reaching over a million readers. 











The Wholesalers 1940 Frontier 
FOR LAMPS AND LIGHTING EQUIPMENT 


® For Better Sight Through Better Light, the vast American industrial, com- 
mercial and home market affords electrical wholesalers everywhere unlimited 
sales opportunities. ‘To sell the idea of better lighting through better lighting 
equipment or higher intensities will bring lighting replacement sales, new 
lighting installations, added load, will lead to sales of more wiring, cable, 
switches, other materials. The following figures represent the national totals 


of which you, as a wholesaler and as a salesman, will find 


A Definite Slice is in YOUR Territory 


INDUSTRIAL COMMERCIAL 




















170,000 Manufacturing Plants Including 1,650,000 Commercial Establishments /ncluding 
49,000 Factories producing Foods 530,000 Food and Candy Stores 

23,000 Factories producing Textiles 197,000 Gas and Service Stations 

23,000 Factories in printing industries 153,000 Eating Places 

16,000 Factories producing Lumber 98,000 Drinking Places 

11,800 Factories producing Machinery 95,000 Clothing and Apparel Shops 

7,500 Factories producing Chemicals, etc. 66,000 Garages 

6,400 Factories producing Iron and Steel 57,000 Drug Stores 

5,700 Factories, Stone, Glass, Clay, ete. 45,000 Furniture Stores 

5,400 Factories, Non-ferrous Metals, etc. 35,000 Automobile Show Rooms 

3,500 Factories producing Leather, etc. 28,000 Dry Goods Stores 

3,000 Factories, Paper and allied products 12,000 Jewelry Stores 

1,200 Factories, Oil and Coal products 4,200 Department Stores 
SCHOOLS OFFICES 
1,000,000 Class Rooms 1,250,000 ranging in size from one room to 

26,000 High Schools, Academies, Colleges whole floors and buildings 
STREETS and ROADS HOMES 
115,000 miles (First Class Hard Surface) 22,000,000 Electrically Lighted Homes 
(Figures from U. S. Department of Commerce—Statistical 
Abstract of the United States and from Edison Electric Institute) 
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Hlere are new slants on 


Industrial Lighting 


which will help whole- 


saler’s salesmen _ get 


more and bigger orders 


Q 


Mik necessity for aiding the eyes in 
| every possible way 1s greater to 
day than ever before, because 
present-day living and working con 
ditions impose a heavy tax upon the 
isual sense. Over the entire range, 
from heavy goods manufacture to 
the fine delicacy of watch making, 
modern methods demand that the 
eves coordinate accurately with the 
hand much of the time. The eyes 
must also discriminate fine detail 
quickly and accurately. This 1s but 
one way of saying that every in 
dustrial plant needs good lighting 
to promote safety and enable the 
employee to perform his seeing tasks 
with maximum efficiency. A fact 
which provides plenty of opportunt 
ties for the wholesaler’s salesman to 
sell lamps and lighting equipment 
which together mean Light Con 


ditioning. 


Every Plant Needs General Lighting 


\ uniform level of general light 
ing is essential for safe and efficien 
seeing. 


The amount required 1s 
determined by the severity of the 


22 


By Dean M. Warren’ 


an Sell 
More Industrials 


louvered to 
proximately 


SPOT LIGHTS 
cut out direct glare, will produce ap- 
100 footcandles and cover an area 40 


The Projector Spot lamp, suitably 


inches in diameter when mounted 10 feet from the 
task. At a 5 foot mounting the lamp will provide 
about 400 footcandles and the area covered will be 


20 inches. 


visual tas Fables of recommended 


footcandle values are 
bulletin 


Industrial Lighting, published by the 


Yiven im the 
Recommended Practice of 
Hluminating Engineering Society 
\lso available from the Soci ty, and 
helpful pieces of literature for the 
lighting salesman, are reports deal 
ing with I.E.S. surveys in different 
industries. These reports present a 
discussion of different manufactur 
ing processes and their seeing tasks 
and give recommendations covering 


heht 


There are several different types 


requiremel ts 


WY? 
of equipment which are suitable for 
providing general lighting in indus 
trial work areas. The RLM Stand 
ard Dome reflector probably meets 
j requirements of indus 


trv. For general lig] 


most of the 
iting purposes, 
White Bowl 


However, it 1s prac 


is recommended that 
lamps be used 
ticable to use inside frosted lamps ae 
° height 


Where a dust 


is emploved, the 


locations where the mounting t 
is above 20 feet. 
coverplate unit 1s 
quite satisfactory for use in dusty or 
smoky locations. 

Where higher quality lighting 1s 
required, the new Silvered Bowl 
Diffuser and the Glassteel Diffuser 
units can be sold. The former com 


I 

1 
t} 
I 


it efficiency and ease of 
RLM with the 


; 


ie Glassteel. It is 


maintenance of th 
, 
' 


low brightness of tl 


designed for, and must be used with, 


a Silvered Bowl lamp. It is ex 
tremely comfortable to look at, par 
ticularly at the angles where direct 
glare is ordinarily most noticeable, 
and it will fill many industrial light 
ing requirements. Of course the 
Glassteel Diffuser provides a higher 
quality of illumination without ex 
cessive brightness, harsh shadows, 
direct or reflected glare. 

Where high ceilings prevail, high 
bay equipments fill the bill. These 


units, available in prismatic glass, 
mirrored glass and aluminum, have 
a relatively concentrated distribution 
of light, hence less is wasted on the 
side walls. Actually, however, ceil 
ing height alone is not the governing 
factor. For instance, a room 100 
feet wide with a 25 foot ceiling 


should be 


distribution of light as a room 50 


supplied with the same 


feet wide with a 12 foot ceiling. 


However, if the room had a 25 foot 
ceiling and were only 20 feet wide, 
then a distribution of light such as 
equipment 
n order that a 
minimum of light would be directed 


to the upper side walls and wasted. 


provided by high’ bay 


would be required 


So room width plays its part too. 


Supplementary Lighting for Critical 


Seeing 


industrial 


Many 


visually difficult, and the employee 


Operations are 


performing them requires a high 
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GENERAL LIGHTING—Every factory needs general lighting. This in- 
stallation of Glassteel Diffusers provides 20 foot-candles of high quality 
lighting for these candy plant employees. 






































FLUORESCENTS FOR COOLNESS—Because it is a cool source, because 
it is efficient, because it produces light of daylight quality, because it is a 
source of low brightness, the new fluorescent lamp supplies the answer to 
many industrial lighting problems. Here it is providing the winders with 
about 150 footcandles of “cool daylight.” 





UPER LIGHTING—Where critical seeing is done 
supplementary lighting is necessary. This lathe is 
equipped with the two types, a large area source to 
minimize reflected glare and obtain high visibility ll 
on scales, micrometers, etc., and a concentrating 
source to project light into deep boring operations. 


v 


level of lighting which is best pro 
vided by some form of supple 
mentary lighting. The two general 
types of equipment for supplying 
this auxiliary lighting are the large 
area relatively low brightness units 
e and the concentrating type equip 
r ments, such as the Projector Spot 
lamp. The former, which were de 
;, veloped initially for lighting the type 
on imposing stones, are particular!y 





h applicable for lighting those opera- 
r tions involving detail on polished 
5, surfaces, such as scribing, reading 
é indicating scales, dials, micrometers, 
n etc. The concentrated beam sources tobacco manufacturing, candy mak white light by the National Bureau 
t will provide high illumination over ing, engraving, inspection, textile of Ms Sa ae oe 
restricted areas where critical os manufacturing, etc. ; color filters, which, when used with 
g requires Irom 30 to 250 footcandles The industrial work world pro filament lamps produce light of any 
VU _ encountered - thousands oo ap vides many special lighting oppor desired color quality. The Noon 
iS plications in the machine tool, wood- tunities for the wholesaler’s sales Sunlight (approximately 6000" Kk) 
e working, printing, textile industries, man. Take for example the paint and the North Skylight (approxi 
0 etc. It is best to lower units of this and yarnish industry, refineries, mately 8500° K) have been widely 
u type to eliminate the possibility of flour mills. etc. Explosive gases and need 
r direct glare. Particular care must dusts found in these industries re- Many factory operations are such 
ms also be exercised in their location so quire lighting equipment that is de- that vibration is an ever present 
iS that confusing shadows are not 1n- signed especially to withstand this problem. The vibration lamp is 
- troduced. hazard. especially designed to withstand 
a : —— en Then there are those operations high-frequency vibration such as 
“dl Opportunities to Sell Special Lighting requiring color discrimination, produced by various kinds of high 
dL. The new fluorescent lamp sup- where a color quality of light re speed machinery and should be 
plies the answer to many supple- sembling daylight is required. Ther« recommended. 
mentary lighting problems. Such are several equipments for providing Don’t overlook the new drying 
| factors as coolness, high efficiency, daylight quality illumination. New- lamp. It is being successfully used 
- low brightness, daylight quality, ete., est is the daylight fluorescent lamp today in the drying of synthetic 
recommend it for a host of industrial which has the same color tempera- enamels, lacquers, latex, inks, paper, 
i processes in such fields as printing, ture (6500° K) as established for blueprints, ete. 
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Let this booklet help you sell better 





office lighting with 
the COMMODORE 


, 0 If your house handles the Wakefield COMMODORE 
( al \ \ \\ ... the modern lighting unit of aluminum and Plaskon 
\\ \ ... you'll find this booklet an effective selling tool. 





















~ FOR 
MENDATIONS 


“Recommendations for Office Lighting” provides a 
logical reason for calling on good prospects . . . makes a 
strong follow-through on a demonstration. For it tells 
why office people need better lighting . . . what it has 
done for other firms ... and tells in terms of dollars- 


and-cents. It shows how many representative companies 
now protect eyesight, cut down errors and speed tasks. 
And it is filled with helpful information about the new 
Wakefield Commodore. Use it to boost your Commodore 
sales. If you don’t have this booklet, write us. (A similar 
book is available for schools). 





Here’s better lighting in Dallas. 
Commodores. give 30 foot- 
candles on the desks... 25 
throughout the room. 





New easy way to demonstrate 
Better Light for Better Sight 


Boy, does the Commodore Demonstrator make it easy to show Better 
Light! Assembled in a jiffy! Requires only a floor plug to make it effective. 
Permits demonstrations anywhere. Easy to stow in your car. And thanks 
to aluminum construction and light-weight Plaskon shade, it’s a cinch to 
carry. And how it lines up “live” prospects! Shipped in sturdy, corrugated 
board carrying case, with Commodore unit wired to extension cord, 


and shaft in convenient telescopic sections. 
Net prepaid to destination 1 - 


WAKEFIELD LIGHTING PRODUCTS; DISTRIBUTED THROUGH WHOLESALERS 


THE F. W. WAKEFIELD BRASS COMPANY 


929 SALESWOOD PARK 
VERMILION, OHIO 
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Go After 


By E. C. Huerkamp* 


Commercial Lighting Now 


A vast market exists in every salesman’s territory and 


now is the time to turn opportunity 


ITH an overwhelming majority 
W of the offices, stores and _ fac- 
tories of this country inadequately 
lighted, the commercial lighting field 
is one of the most lucrative for the 
electrical distributor’s salesman. 

Few of his products will lend 
themselves as emphatically to crea- 
tive selling as does better lighting. 
\nd to sell better lighting, the sales- 
man should, if possible, concentrate 
on products which are exclusive 
with his firm and which he can pro 
mote and establish with his custom- 
ers. His chances for cashing in on 
his creative sales effort always are 
better when his house has exclusive 
territorial rights, or if the equipment 
is so dissimilar from other manu- 
facturers’ products that a demand 
can be built around its particular 
features. 

These fall months are the time to 
push lighting installations, as the 
days get shorter and added use of 
light draws attention of office, store 


lana f Sales, l tin 2 ’ Ws 


id BY d he 

To ey, 
Macomber Vocational High School at Toledo, Ohio. Its modern 
electric shop is lighted with Glassteel Diffusers mounted at a 
height of 11 feet and spaced 10 feet apart. They provide an 
average of 30 foot-candles of light. 


and shop owners to the need for re 
vamped systems. 

The salesman doesn’t have to look 
for a market, for nearly every light 
user needs new equipment. But he 
does have to convince his prospect 
that the results of a modern lighting 
installation will give a definite re 
turn on his investment through in- 
creased sales, increased employee 
efficiency, less fatigue and decreased 
accidents, just as would the pur- 
chase of new display equipment or a 
Countless — tests 
prove this to be true, and usually a 
carefully planned demonstration or 


new typewriter. 


sample installation will convince the 
prospect. 

Within the past year a new 
source, the fluorescent lamp, has 
opened a new opportunity for the 
lighting salesman. Many customers 
have failed to increase light intensi- 
ties because added incandescent 
wattages would mean a revamping 
of the entire system. Quite often 
the cost has been so excessive OR 


MECHANICAL DIFFICULTIES 


into orders 


SO GREAT that the customer 
couldn't afford the change. Now, 
because of the high lumen output 
per watt from fluorescent lamps, it 
is possible to double the intensity 
without increasing the wattage. 

Formerly fluorescent lamps were 
so small that they were not adapt- 
able for general lighting purposes, 
and their use was confined to special 
lighting effects where color was a 
predominating influence. Introduc 
tion of a 40-watt, 48-in. unit gives 
sufficient lumen output for general 
lighting of a large area. Further- 
more, the daylight characteristics of 
the fluorescent lamps make them 
ideal for use in many stores, shops 
or offices, where color matching is 
an essential activity. 

Not only is the average dollar 
value of commercial lighting equip- 
ment orders as such considerably 
higher than usual electrical supplies, 
but the salesman is assured of much 
supplementary business, because 
lighting equipment sales inevitably 
lead to sales of other materials. 





Neisner Bros. chain stores, headquarters at Rochester, N. Y., 
lighting equipment gives their office workers an average inten- 
sity of 50 foot-candles. The lamps are 1,500 watt, and are spaced 


15 feet apart, 10 feet from the floor. 
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Announcing 


HIGHER LIGHT REFLECTION and OUTPUT 


Specifications for the 


RLM DOME REFLECTOR 


The most universally used of all 
Industrial Lighting Reflectors 

















Again—More Light at NO EXTRA COST 





Asa result of caretul engineering study, research and enameled reflector. Porcelain Enamel’s high lighting 
tests, the RLM Specifications for light output efh- eficiency, high diffusion and light distribution, 
ciency in the RLM Dome Reflector again have been durability and long life have made it the most prac- 
increased. Thus the RLM Label on industrial light- tical and most satisfactory of all known reflecting 
ing reflectors becomes of even greater value in assur- surfaces for most industrial lighting purposes. Porce- 
ing the purchaser of MORE LIGHT AT NO lain Enamel Reflectors have been proven by decades 
EXTRA COST. of use. They are unaffected by atmospheric condi- 

The new RLM Specifications establish a new high tions obtaining over practically the entire range of 
mean reflection factor for the porcelain enamel re- industrial processes. Non-porous, easily cleaned and 
flecting surface and a new total light output factor of restored to original efficiency, fade-proof, and non- 
78%! All RLM Dome Reflectors now being manufac- peeling, Porcelain Enamel Reflectors made in accord- 
tured meet with these new high efficiency specifications. ance with RLM Specifications assure not only highest 

This announcement is particularly important be lighting efficiency but lowest maintenance costs. 
cause it concerns the Dome type lighting reflector. For a complete discussion of the four essentials of 
This reflector because of its special characteristics proper Light Conditioning assured by the RLM 
and wide application for the Better Lighting of Label, (1) Balanced Lighting; (2) Low Cost Main- 
plants, warehouses, platforms, docks, etc., is the most tenance; (3) More Light at No Extra Cost and 
frequently used reflector in modern industrial lighting. (4) Warranty of Uniform Quality, you are invited to 

Important factor in the popularity of the RLM write for a complimentary copy of the Booklet 
Dome Reflector is the fact that it is an all-porcelain “The Meaning of the RLM Label.” 


The letters RLM stand for Reflector and Lighti 





ng Equipment Manufacturers 











20 N. WACKER DRIVE - ROOM 1130 + CHICAGO, ILL. 


>) THE CERTIFICATE OF UNIFORM QUALITY a 
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To Sell Lighting Have a PLAN 


This salesman builds commercial and industrial lighting 


business through 





Indirect units in the radio room light the 
room, serve for demonstrations. Havens 
building contains many lighting displays. 


ONG experienced in selling light- 
L ing, Walter F. Matern of Havens 
Electric Co., Albany, New York, 
has developed an effective, practical 
plan for moving commercial and 1n- 
dustrial fixtures. 

With few exceptions, his plan fol- 
lows this pattern: Finding Pros- 
Meter; 


These 


pects; Using The Light 
Demonstrating; Closing. 
steps overlap occasionally, but each 
contains essential selling factors that 
build sales. Now to take the steps 
one at a time. 

FINDING PROSPECTS. As 
with the general line’ salesman, 
Matern’s first job is to find an 
audience. He obtains these prospects 
through various channels. (1) The 
full-line Havens salesmen call him 
in on lighting jobs. (2) Contractors, 
architects and builders supply many 
leads, therefore Matern follows them 
closely. (3) Power company engi- 
neers (non-merchandising in his ter- 
ritory ) unearth important prospects. 
(4+) His own efforts, though, are 
most effective in creating potential 
buyers. This job of building busi- 
ness from scratch takes time, but is 
worthwhile. 


following a step-by-step program 


Over the sales counter two Miller fluores- 


cents and a Curtis semi-indirect are at 
work selling themselves. 


For example, he spent three years, 
on and off, selling three Schenectady 
department stores the need for some 
new lighting. The need was obvious 
to Matern, but they couldn't be con- 
sidered live prospects simply be 
He had 
to develop them to that stage. So 
he followed through, step by step, 


cause Matern thought so. 


building them into live prospects, 
then, via the light meter and dem- 
onstration route, he converted them 
into buyers. 

He sold the first one a few months 
ago, the other two soon followed 
suit. Two stores relighted one floor 
each (Curtis and Miller units) and 
the other bought Miller units for 
two floors. 

USING THE LIGHT METER. 
Matern terms the light meter his 
silent sales partner, carries it con- 
tinually to dramatize the difference 
between poor and adequate lighting. 

Further it creates interest and 
offers a better opportunity to ex- 
plain illumination intensities. Also 
Matern finds it has a strong psycho- 
logical effect since the average per- 
son more readily accepts as fact the 
reading of an indicating device. 
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Salesman Matern and close 
companions the light 
meter and catalog. 


DEMONSTRATING Walter 
Matern has several methods for 


showing fixtures. (1) Manufac 


turers’ catalogues. (2) A portfolio 
of photographs showing installations 
he has sold. (3) The lighting in the 
Havens offices, display rooms and 
warehouse, where prospects can see 
modern lighting. (4) Trial in 
stallations. In at least 80 per cent 
of his deals, Matern puts in trial 
units so they can sell themselves. 
Sometimes these are installed to 
decide more than appearance or in 
tensity. For instance at the Albany 
Felt Company, a recent installation, 
he encountered a_ peculiar color 
problem. He tried various light 
sources and combinations before 
finally recommending Miller Glas 
steel reflectors combining high pres 
sure 250-watt Mercury Vapor with 
300-watt Mazda lamps. This solved 
the problem and the customer has 
ordered 150 units to date. 

CLOSING. Following these steps, 
doing a basically sound and com 
plete selling job along the line, 
Matern doesn’t have to resort to a 
high pressure close. The process of 
driving home the advantages of ade 
quate lighting follows a clearly de 
fined course, so getting the signature 
on the order is more or less a matter 
of form. 





Curtis Lighting 
1123 W. JACKSON BLVD. 
1S 524) | 40) 5354 10} +9107 \ele) TORONTO 
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Spot Demonstrations 
Sell Better Lighting 


Copying this plan, wholesalers can build 































bigger lighting sales if they help contractors 





to feature spot demonstrations. 





By Jack H. Murrah 


Lighting Engineer, Georgia Power Co. 





Carry the lighting demonstrator in your car so spot demon- | 
strations can be made as soon as prospect is interested. Turn 
demonstrating light on and off to emphasize contrast between 

old and new. Spot demonstrations beat all other sales talks, 

but provoke lots of questions which you must be ready to 
answer. 


Spot demonstration sold many installations, among them 2 
Brice Banking Co—®6 units, 500 watt lamps. 


‘TURN EDEG, 
rh 7 


one 
II ia 
: t 





His spot demonstrating outfit worn 
out from constant use, Mr. Murrah 


ships it back to the F. W. Wakefield 


+ TA 


Ww 
A PEO! 





Brass Co. with the S O S “ship Also Sims chain of grocery stores, after testing efficiency of this, their 3 
me a new one.” first 9-unit job, now is putting them in all stores. 
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WIREMOL 
PG LIGHTING 


Gives Contractors a Better Chance at Better Jobs 








© Fluorescent is still dramatically NEW — new ideas — new applica- 
tions — new installation methods come up every day. 
WIREMOLD FLEXIBILITY opens your door to every kind of a job — 
enables you to sell complete installations as well as units. 


@ The big Fluorescent Lighting opportunities logically lie in industrial 
and commercial applications for general and localized lighting. 
Wiremold Fluorescent Lighting Equipment is simple, sturdy, scien- 
tifically correct in design, includes all fittings, reflectors, required for 
every type of installation. 


@ The trend is also toward “built-in” and architectural applications 
of Fluorescent lighting. 
Wiremold Fluorescent Lighting Equipment, interconnecting with 


other Wiremold Wiring systems, is ideal for this type of work. 


@ Your best Fluorescent lighting profits will come from jobs you plan 


wt yourself and “custom-build” for the job. 


N oresc® There is no need to tell Wiremold contractors how much the time- 
7 Lv tested Wiremold idea of assembly “on the job” from simple inter- 
connecting parts means to them... in added profits. Wiremold 
Fluorescent Lighting Equipment follows established Wiremold 
principles. 


@ Correct engineering is the very cornerstone of a stable and 
growing business in Fluorescent Lighting. 
Wiremold pioneered in this field . . . today works in closest 
harmony with lighting authorities, lamp manufacturers and 
utility lighting departments. 


Write Wiremold today. Wiremold is... more 


than ever before .. . YOUR business builder. 










DEQUATE 


—| Wiens fs "af 
SY WirkemotD 
, ouz BUSINESS BUILDER 


THE WIREMOLD COMPANY : HARTFORD, CONN. 
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Floodlighting 


Night baseball continues to gain popularity. 
It’s a break for wholesalers as well as for the 
fans and club owners. Here’s 


wholesaler landing such a job. 


IGHT Baseball Coming to EI- 

mira! That was a cheering 
report this past spring to the folks 
around Elmira, New York. 

The news brought a similarly 
broad smile to Wholesaler H. P. 
Brill, Elmira manager and _ vice- 
president of Southern Tier Electri 
cal Supply Co., General Electric dis 
tributors, for he realized this job 
would call for a long list of mate 
rials, would be nice business 

Consequently he stepped in at the 
beginning and two months later 
the order was placed by the con 
tractor for 1608 1500 Watt, open 
Electric Hloodlights, 
ten—100 foot, one—40 foot and one 


type General 


5-foot western cedar poles, two 
O KVA and two—/75 KVA 


transformers, panelboards, line wire 


mn w 


and wiring materials. 

\s soon as the announcement 
came out that the Elmira Pioneers 
(Brooklyn Dodger farm and Class 
\ ball club) were going to play 
under lights, Brill started gunning 
for the order. He soon learned 
that the architects, Haskell & Con 
sidine, had complete charge. 

So he made several preliminary 
calls to become better acquainted 
with them and find out all about 
how the job was to be done. Also 
rill realized that this was no 
ordinary lighting installation and 
would require expert engineering. 
Therefore he wisely requested Gen- 
eral Electric’s representative, Earl] 
Kniffen, to work with him. 

Their mission was not to sell the 
Hoodlighting principle. That had 
been decided. Rather their problem 
was to convince the architects that 
General Electric’s equipment, engi- 


neering experience, backed > 
Southern Tier’s service facilities, 


would result in an installation that 


a case of a 


Floodlights and_ cat- 
walks were completely 
assembled on ground, 
then erected by crane. 
Intensity at pitcher's 
box is 32 foot candles, 
in center field, 25 foot 
candles. 


Vany calls and much 
correspondence’ were 
required. Wholesale 
Brill’s — full 
pondence files are 
silent evidence. 


corres- 


would make the ball games success 
ful for both players and spectators. 
Results were that the architects 
agreed that General Electric engi 
neers should write the specifications, 
with the architects selecting the 
contractor to instali the equipment. 

But even with that gained, South- 
ern Tier knew that the order wasn’t 
Haskell « Con- 
sidine asked a selected list of con- 


When these were 


in the bag yet. 


tractors to bid. 
opened, there was a wide differen- 
tial between the high and low, none 
was low enough to meet the amount 
appropriated and all were thrown 
out. New specifications had to be 
written. 
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For Fielders 



























\nd on that afternoon Brill and 
I\niffen drove to General Electric’s 


Schenectady plant to work with th 


Next day 


they headed back to Elmira with 


engineers on new plans 


revised specifications that would pet 
mit greater economy. These wert 
approved and new bids asked for 
Pat Dwyer of Dwyer Electric Co., 
Rochester, N. Y., took the contract 
for approximately $9500. 

But wholesaler Brill still had a 
Naturally he had to de 
liver all materials to the contract 
and 100 foot poles aren’t available 


problem. 
or 
in every yard. He contacted ever 
pole concern from the midwest to 
the west coast, learned that he could 
get immediate delivery from only 
one—MacGillis & Gibbs Co., Mil 
waukee. Four days later the poles 
came in on two flat cars from their 
Minneapolis yard and two more days 
were required to get these unwieldy 
babies over to the ball park. But 
it’s all part of a wholesaler’s serv 


ice, savs Brill. 














FLOODLIGHTS 


FOR EVERY PURPOSE 


by Goodrich 


@ Whether you want floodlighting for work areas, play areas, 
property protection or commercial uses—you'll find exactly the right size 
and kind among the many styles of Goodrich floodlights. Available for 
pole or bracket mounting, these porcelain enameled floodlights are 
equipped with cast aluminum ventilated hood, from which they may be 
readily removed without disturbing the wiring. This Goodrich feature 
assures easier installation — easier servicing. All are completely weather- 
proof, built for lifetime service. 

Goodrich Floodlighting Equipment is described in bulletin No. 71, 
‘‘Here’s How to Light the Night.’”’ Ask us to send your copy. 


Sold Only Through Electrical Wholesalers 


MEMBER OF R.L. M. STANDARDS INSTITUTE 


GoooRricy 


ELECTRIC .COMPANY 


- ©. $ t Cig & ALL £1 tas ee 
GENERAL OFFICES AND FACTORY: 2921 N. OAKLEY AVENUE, CHICAGO, ILL. 





Lighting Push 


ALBANY, N. Y.—Designed to 
push hundreds of fixtures into stores, 
offices and other commercial outlets, 
the New York Power & Light Corp., 
five wholesalers (E. S. & E., Esco, 
Graybar, Havens, Westinghouse) and 

least eleven contractors are cooper- 
ating in a hard-hitting sales campaign, 
which started September 1, closes No 
vember 1. 

It should be very successful for many 
reasons. (1), Business is better. (2) 
Intense selling activity on the part of 
all branches. (3), Heavy, consistent 
direct mail campaign reaching 6000 
prospects. (4), Materially reduced 
prices on 18 fixtures in plan. In- 
cluded are Graybar, Silvray, West 
inghouse, Curtis, Miller, Pittsburgh, 
Holophane, Wakefield, Guth. (5), A 
financing plan permitting time pay 
ments up to 36 months on sales from 
$60 to $2500. (6), Display in power 
company’s show room of all fixtures 
in plan. (7), A sincere enthusiasm 
behind the campaign, for all sales go 
through contractors. 


New Home For 
Hanford Lighting 


NEW YORK—Due to increased busi 
ness in the past, and anticipating more 
ahead, the Hanford Lighting Co., has 
moved to larger quarters at 345 W. 
Broadway This company, which 
manufactures commercial, industrial, 
display and theatrical fixtures, had 
been located at 126 Lafavette ot 


Birdseye Sold 


NEW YORK The Birdseye Electric 
Co., New York, manufacturer of re 
Hector lamp lighting, has been pu 


chased by the B.E. Sales Corp., which 
is headed by Theodore Serota. 
Same general policies will continue 


under the new management with dis- 
tribution going through recognized 
vholesalers W. R. freeman con- 
les as general sales manager: B. 
McRonald has been appointed mid- 
west sales manager with headquarters 
in Chicago; and S. Herst will direct 
activities on the west coast from 


San Francisco. he entire sales pro 


tion, ofthice and key operating force 


will continue intact 


Clarence Birdseye, inventor of the 
lighting equipment, and president of 


Birdseye Electric Co., will not be ac 
tive in the management of the new 
organization, but will continue in a 
consult tant capacity 
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MEN 


you should huow 





1 iy put it all in a few words, stick- 
ing everlastingly at it is the main 
reason why Paul O. West has made 
good and is today president of 
Doubleday-Hill Electric Company 
of the South, Washington, D. C. 
But, when we called on him, we 
found that there was much behind 
his story that would be interesting 
ind perhaps profitable to our read- 
ers. Our investigation proved we 
had flushed out a real life success 
story, much of it taking place during 
the recent depression years. 

3orn and educated in the Na- 
tion’s Capitol, Mr. West started in 
the electrical business as a helper in 
the Engineering Department of the 
Potomac Electric Power Company. 
This apprenticeship was cut short 
by our country’s participation in the 
world war, and the next several 
years he spent in the service of his 
country. 

In 1920 Mr. West returned to his 
native Washington; and, made his 
entry into the electrical wholesale 
business as a counter man for 
Doubleday - Hill. After several 
months inside, selling both himself 
and his company across the counter, 
he was promoted to the outside sales 
force and covered the city territory 
for twelve years, selling contractors 
ind dealers. He found his greatest 
sales helps were an accurate know!l- 
‘dge of his lines and his ability to 





PAUL 0. WEST of Washington 


Throughout his organization the customer’s 


interest is protected first, last and all the time. 


get along with people. This latter 
brought its particular reward be- 
cause it led to customers liking 
him and enabled him to form many 
enduring friendships with his trade. 
Mr. West was appointed sales 
head of Doubleday-Hill in 1932 and 
directed his salesmen’s policies in 
this position until March, 1937 when 
he became president of the company. 
Today, the business of his concern 
is growing faster than Washington 
itself; and, it is a growth of sound, 
profitable business, not acquired by 
price cutting or any of the other 
unsavory tactics practiced by some, 
who do not consider the construc- 
tive building up of the industry 
worth as much as the immediate 
profit from an order. 
Doubleday-Hill’s recent growth 
to a considerable extent is due to 
Paul O. West’s personal interest 
in the problems of his customer and 
seeing to it that his company is in 
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position to render service. This 
function of the electrical wholesaler 
which is so important to the con- 
tractor and dealer but overlooked by 
the broker type of price jobber, is 
one which no employee of Double- 
day-Hill is ever allowed to forget. 

Practicing what he preaches, Mr. 
West's office, glass enclosed though 
it be, is right off the service coun- 
ter and customers of Doubleday- 
Hill are always welcome to come in 
and discuss their problems, plans, or 
troubles with the head man. Also, 
all salesmen are allowed to present 
their lines personally to Mr. West 
for his approval. 

In addition to the operation of his 
own company, Mr. West does con- 
siderable work for the good of the 
Industry. He serves locally as a 
director of the Electric Institute ; 
and, nationally through his member- 
ship in National Electrical Whole- 
salers Association. 
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ELECTRIC 
METALLIC TUBING & 
Hot Dip Galvanized! % 


HOT DIP 
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(Double Bushed) §& 
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Hot Dip Galvanized! 
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TRIANGLE PRODUCTS REWARD BUYERS! 


LALALAL 


TRIANGLE CONDUIT & CABLE COMPANY, INC. peering ape Ab gama 


Eimhurst, New York City, N. Y. 
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NEW PRODUCTS you cave Sell 











LAMPHOLDER 








A one-piece lampholder for sign work, 
Cat. No. GE968, employs Textolite in- 
stead of porcelain, is designed for use 
in metal signs with binding screw termi- 
nals. Holder is keyless and is rated at 
600 watts, 250 volts, requires | 3/9 in. 
hole in the sign front and a | 13/16 in. 
screw hole spacing. General Electric 
Co., Bridgeport, Conn. 


“gin CONNECTOR FOR FLAT 
A 








For joining laminated flat bars to tube 
or cable, the connector has leaves which 
are pure cold rolled copper bars solidly 
cast in the copper alloy body. Construc- 
tion insures high conductivity and accu- 
rate dimensions. Furnished for all sizes 
of cable or tube to be joined to any 
size, spacing and number of flat bars. 
Burndy Engineering Co., Inc., 459 E. 
133 St., New York, N. Y. 





INQUIRY SERVICE 


As inaugurated last month we 
are now giving key numbers on 
certain classifications of new prod- 
ucts so that you need to send only 
one letter to obtain full particulars 
regarding any number of new 
offerings. 

Just write down on your letter- 
head or business card the KEY 
NUMBERS of products that in- 
terest you and address New 
Products Editor, W holesaler’s 
Salesman, 330 W. 42nd St., New 
York, New York. 

You will receive the desired 


information PROMPTLY. 











MULTI-BREAKER 








Type "MO" multi-breaker is small and 
compact, serves as a service center or 
load center for lighting or appliances. 
Furnished to control either one or two 
circuits. For farm use assures over-cur- 
rent protection for electrical equipment. 
Box can be furnished with grounded neu- 
tral, insulated (groundable) neutral or 
no neutral for either surface or flush 
mounting. For 15, 20, 25 amps. Colt's 
Patent Fire Arms Mfg. Co., Hartford, 
Conn. 
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DOOR OPENER 








Electric eye door attendant. Opens 
doors, announces customers, or can be 
used as alarm. Accessories for count- 
ing, relay switches, etc. Box is 10" x 5” 
x 2", which plugs into 115 volt, 60 cycle 
a.c. outlet. It includes separate mirror 
unit. Installation simple. Provision for 
connecting with chime, bell or buzzer. 
Called "Sentinel." Photobell Corp., 123 
Liberty St., New York. 


DUST-PROOF FIXTURE 








For use in flour mills, grain elevators, 
coal pulveriznig plants, etc. Dustproof 
fixture heavy threaded clear glass globe. 
One-piece copper hood may also be 
fitted with other type globes. Sizes to 
accommodate lamp sizes from 25 to 
150 watts. Resilient socket is easily re- 
moved for quick wiring. Goodrich 
Electric Co., 2900 N. Oakley Ave., Chi- 


cago. 
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AIR CIRCUIT BREAKER 





t 
Designed for circuit protection of main 
distribution feeders in central stations, 
industrial plants or building equipments 
where heavy concentration of power re- 
quires a breaker of 20,000 ampere inter- 
rupting capacity, Type AB-20 De-ion air 
circuit breaker is available in wire-size 
ratings from 70 to 600 amperes, for volt- 
ages up to and including 600 volts on 
a.c. or 250 volts on d.c. Westinghouse 
Electric and Mfg. Co., East Pittsburgh 
Pa. 


FLUORESCENT UNIT 








Packaged fluorescent unit complete with 
two 48" lamps, ready to hang up and 
plug into any 60 cycle, a.c. socket. 
Available for operation on 115 or 230 
volts. Overall length, 57"; width, 9"; 
height, 7". White porcelain reflecting 
surface. Outside finished in black 
enamel. Catalogued as HF-100. Hy- 
grade Sylvania Corp., Salem, Mass. 


UNDERCUTTER 








Portable undercutter primarily intended 
for field use, but suitable also for heavy 
duty shop work. Head width is 2!/2". 
Anti-friction bearings throughout. Direct 
drive. Eccentric collar depth gauge ad- 
justable to give any desired depth of 
slot. Ideal Commutator Dresser Co., 
Sycamore, Ill, 
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STANDLIGHT MOUNT ADAPTER——— 





For economy, or where pump islands are 
cramped for space, a tubular mounting 
bracket with concealed wiring attached 
to the collar of the pump provides the 
Standlite with edge of the reflector 46 
in. above the top of the pump thus pro- 
viding illumination for the area around 
the pump. Assembly is for concealed 
wiring and is weatherproof. Goodrich 
Electric Co., 2900 North Oakley Ave., 
Chicago, Ill. 


DOUBLE THROW SWITCH 





This line of unfused Type A double throw 
switches has quick make and break, cover 
interlock and padlocking divisions for 
three padlocks in "off and "on" posi- 
tions. Of unit base construction, 
switches have the V-tyce blade, multi- 
spring jaws and compression spring con- 
struction. Made in 60, 100 and 200 
ampere sizes both 2 and 3 pole. Listed 
with Underwriters’ Laboratories for 230 
volt or 575 volt ac. as well as 250 volts 
de. Square D Co., Detroit, Mich. 





SIGN LAMPHOLDER 





ccw) 





One-piece Textolite lampholder for use 
in metal signs with binding screw ter- 
minals. Light in weight. Keyless and 
rated at 660 watts, 250 volts. A 134" 
hole in sign front required for holder 
and a Iti" screw hole spacing. Gen- 
eral Electric Co., Appl. & Merch. Dept., 
Bridgeport, Conn. 


MULTIBREAKER 








Type "MO" MultiBreakers are supplied 
in 15, 20 and 25 amp. capacities for 
short circuit and overload protection to 
motor, lighting and high wattage appli- 
ance circuits. Compact, inexpensive and 
easy to wire. Furnished for Flush or Sur- 
face Mounting. Insulated, Grounded or 
No Neutral. Trumbull Electric Mfg. Co., 
Plainville, Conn. 


WEATHERPROOF SWITCH 














Two-gang unit weatherproof switch and 
receptacle is complete with switch, re- 
ceptacle, cadmium finished brass plate 
and rubber mat. Choice of single pole, 
double pole, 3 or 4-way switch. Recep- 
tacle is Bakelite, "T’ slot with con- 
venient finding grooves. When recep- 
tacle not in use metal cap screws over 
opening. Catalogued as 7886. The 
Arrow-Hart & Hegeman Electric Co., 
Hartford, Conn. 
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SERVICE EQUIPMENT 
LOAD CENTERS 
PANELBOARDS 





d 

r 
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| 
7 — * * 

Positive, Automatic Protection 
The new @ Type AC Circuit Breaker cannot be held closed or 
blocked to prevent automatic opening on short circuit or sustained 
overload. The mechanism trips free from the handle. This means 
positive, automatic protection . . . Because of proper time lag 
characteristics, needless circuit interruptions are prevented when 
momentary overloads occur. 
Operation — Convenience . . . On short circuit or sustained 

i overload, the breaker quickly opens the circuit . . . This moves 

red the handle from the “ON” to the “OFF’”’ position . . . Service can 

of be quickly restored by manually returning the handle to the ““ON”’ 

= position . . . There is no intermediate position of the handle. 

| Z Easy to Change Circuit Capacities ... Changes in Branch Circuits 
made by removing only two screws and inserting another breaker of 
the required capacity ... Saves time... Avoids delays. 
Capacities . . . 15 to 50 amp., inclusive — single and double pole, 

"aa individual trip — 120 volts AC. 
Send for Bulletin No. 58 ... Frank Adam Electric Co., 
St. Louis, Mo, 

and @ Load Center—16 

re- Single Pole @ AC Cir- 

ate cuit Breaker Branch 

ole, Circuits 

ep- 
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MULTI-BREAKER 

















For circuit breaker protection, also use- 
ful as entrance or service switch, and 
disconnect switch with overload protec- 
tion for applications on stokers, oil 
burners, etc. Mechanism riveted and 
sealed to removable cover. Surface or 
flush mounting types. Plenty of knock- 
outs. Dimensions are 57%" x 34%" x 
2t#". Rating—I5, 20, 25 amps.—!15- 
230 volts, a.c. Two-wire solid or three- 
wire solid grounded or insulated neutral 
2-pole without neutral. Type MO Cut- 
ler-Hammer, Inc., 315 N. 12th St., Mil- 


waukee. 


PULL SWITCHES 








o 


Line of bottcm and side ceiling switches 
having black Bakelite covers fastened 
to switch by one center screw. Accord- 
ing to maker Bakelite covered switches 
are preferred where moisture or other 
atmospheric conditions affect metal 
switch covers. Single and double pole, 
three and four-way, Electrolier in line, 
also internal and back connected 
switches assembled to 3!/4"' and 4" out- 
let box covers. Eight-feet keavy duty 
black linen cord. Rated at 10 amp., 125 
volts; 5 amps., 250 volts. The Arrow- 
Hart & Hegeman Elec. Co., Hartford, 
Conn. 


FLUORESCENT DESK LAMP 


Engineered to give cool glareless “in- 
door daylight'’ over desk surface. Re- 
flecting surface combines Alzak alumi- 
num insert which controls and directs 
the larger portion of the light at the 
long angle and white pigment to diffuse 
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the stray light, giving proper illumina- 
tion without glare. Finished in plated 
bronze. Standard with Thermal Reactor 
for 60 cycle 110-120 volt ac circuits..... 
No. 101). 


FOOT SWITCH: 











For use with photographic laboratory, 
dental, medical, shop equipment, or 
wherever both hands should be free to 
handle equipment. Underwriters ap- 
proved trigger switch, momentary con- 
tact style, 750 watt capacity. Plug into 
outlet, connect device to switch. Made 
in black crystal finish, with anti-skid rub- 
ber base..... No. 102). 


ELECTRIC WASHER 











FOR FURTHER DETAILS ON ANY 
ITEM, WRITE THIS MAGAZINE 
— SIMPLY GIVE KEY NUMBER. 





The Emperor a “watches itself washer 
is furnished in skirted streamlined de- 
sign. Time dial shuts off washer at the 
end of predetermined period. Correct 
washing time for every type of fabric 
and Select-O-Press and Automatic Roll 
Stop assure safe and correct fabric 
handling. Turbulator, non-tangling wash- 
ing action... ... (No. 103). 


AUTOMATIC IRON 








"Magic Maid" automatic iron features 
accurately balanced, form fitting one- 
piece Bakelite handle, thumb support 
and heel rest. Eight hundred-watt heat- 
ing element, approximate weight 5 Ibs., 
chrome finish, cord attached. Heavy 
sole plate has deeply embedded ele- 
WOM «3.3 (No. 105). 


WEATHERPROOF OUTLET 








Supplied with rubber gasket which fits 
between mounting surface and plate, this 
outlet is weather protected. Plate and 
clamp outlet cover are of brass, cad- 
mium finished. Cover clamps into posi- 
tion with a quarter turn and is fitted 
with rubber gasket also... .. (No. 106). 
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No matter what sort of building is to be 


wired or what type of wiring is to be installed, 
exactly the right materials can be found in the 
G-E line. No make-shift compromises need 
be made; no “‘just as good” materials need be 
substituted for the right materials. 
Moreover, new materials are added to 
the line constantly and old materials are 
improved. Just recently conduit boxes and 
fittings have been improved and a new mois- 


ture-resisting grade wire and an oil-resisting 


cord have been added to the line as well as 
an adapter for use with projector and reflec- 
tor lamps, a cartridge fuse with silver plated 
contacts (Silvend) and a tamper-resisting 
plug fuse (Tamres). 

For further information about G-E wiring 
materials, see the G-E Merchandise distribu- 
tor nearest you or write today to Section 
CDW-9910, Appliance and Merchandise De- 
partment, General Electric Company, Bridge- 


port, Connecticut. 


GENERAL @ ELECTRIC 
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SHAWMUT 





SHAW MOT 


is the word for fuses 


SHAW MUT 


Aas heen the word for 
fuses for nearly half a 


Centu ry 


SHAW MCT 


means a fuse for today 
made by a firm which 


has specialized in fuses 
NIVCE 
1395 


The Chase-Shawmut Company 





Newburyport, Massachusetts 
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ELECTRIC HOT PLATE 





Twin unit hot plate with totally enclosed 
construction insures maximum heat serv- 
ice and protection against careless 
usage. Two 6!/2-in. Universal units, con- 
trolled by three-heat switches; right unit 
from high of 650 to low of 163 watts; 
left unit high of 1000 watts to low of 
250. Operates from convenience outlet, 
6. 6008.25. (No. 104). 


TABLE LAMP 








t 


The nautical design of the “Masthead 

Lamp" offers soft red or green light 

through the separately lighting marine 

lens, or it can be used with regular light- 

ing as a lamp for reading. Topped with 

shade made of fabric bound with rope. 
No. 107). 





SOLDER POT 





A small but sturdy solder melting pot 
for individual operators’ use makes it 
possible to melt a pound or less of 
solder as needed. Designed for continu- 
ous operation in radio, motor and other 
electrical equipment plants. Cast iron 
pot is mounted on cadmium plated steel 
stand. Two sizes, available for operation 
from 110 volt ac or de outlet... .. 
(No. 108). 





FOR FURTHER DETAILS ON ANY 
ITEM, WRITE THIS MAGAZINE 
—SIMPLY GIVE KEY NUMBER 
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Lost 


BRINGS A 3-WAY 
PROFIT TO YOU , 


Carboloy drill points—harder than the hard- 
est steel—faster cutting than any known 
metal—are “‘naturals’’ for promoting a 3-way 
sale. Because Carboloy drills cut concrete, tile, 
brick, etc. 75% faster, they make any rotary 
portable drill perform faster and better. That 
means an easier sale of drill points and drills. 
And they promote greater use of expansion 
anchors because Carboloy points drill cleaner 
more accurate 
holes for rapid 
installations. 
Get full details 
on this astound- 
ing new metal 
nationally adver- 
tised. Your cus- 
tomers will 
appreciate this 
service and you'll 


> STEEL Seam 






HARD CAaRBOLOY TIP 








step up sales. 


raat 
CARBOLOY 
MASONRY DRILLS 







CARBOLOY COMPANY, INC. 
11133 E. 8-Mile Blvd. «© Detroit, Mich, 












BEST SELLERS 





ILSCO 
Solderless Lug 


You 
Should 
Know 








ILSCO See 
Set-Screw them 
Connector (and others) 


in new ILSCO 
catalog. 
Write for yours today! 


Straight Connector 
Dept. WS 


ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road Cincinnati, Ohio 
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ROOM HEATER 


Compact and finished in warm green 
tone, oval-shaped room heater is 16” 
high, 17” wide. Has chrome-crescent 
reflector with 40 reflecting surfaces ar- 
ranged to project radiant and reflected 
heat over ample area. Damper permits 
instant change from directed radiant 
heat to circulated diffused heat. 1320 
watt rating. .... (No. 1012). 


PUMP-ISLAND LUMINAIRES 


¢ 





‘ 
—_- a al 


For general or supplementary lighting or 
gasoline pump islands, safety islands, 
parking and housing areas, etc., this 
fixture is available with Alzak finished 
aluminum or porcelain reflectors for bi- 
post or screwbase lamps. .. . . 
1013). 


FLUORESCENT UNIT 








Specifically designed for knit goods in- 


dustry to illuminate needle bar and work | 


area of hosiery machines. Uses 36" 


fluorescent lamp in special angle type | 


Alzak aluminum reflector. Supplied with 
loops for chain suspension and mounting 
flange threaded for '/2" pipe. Outside 


finish aluminum bronze... . (No. |0/6). | 





FOR FURTHER DETAILS ON ANY 
ITEM, WRITE THIS MAGAZINE 
— SIMPLY GIVE KEY NUMBER 
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RUBBER COVERED POWER CABLES 


BARE WIRE 





MAGNET WIRE 


SERVICE ENTRANCE CABLE 


CRESFLEX NON-METALLIC SHEATHED CABLE 







\ 


INSULATED 
WIRE and CABLE 


Here is a special moisture resistant 
insulating compound used on build- 
ing wires and secondary network 
cables without lead sheath in moist 
locations. CRESCENT IMPERVEX is 
not only highly resistant to water 
absorption, but it is also superior in 
its resistance to the effects of ground 
acids and alkalis. ... And one thing 
to remember, IMPERVEX IS MADE 
ONLY BY CRESCENT. 





TRENTON, W) ew se ERSEY. 


Jobber Co-Operation—A Permanent Policy 


Atlanta Baltimore Boston Buffalo Chicago Cincinnati 
Detroit Indianapolis Kansas City Los Angeles 
New Orleans New York Philadelphia Pittsburgh St. Louls 


CRESCENT ENDURITE SUPER - AGING 





e BUILDING WIRE 


Ron to Resis tS 
a tute ‘es 2S 


SQUO0D ATHIXAIA * SIMAWVS GAHSINUVA 


SATHVS AVMMUVd GNV GASVING GVA 





)\_ & CABLE CO. INC. 


ATGVS GAUYONUV 


INSULATION 





EULA OI AE ES) 


No. 8400. This base 
under all Surfolet 


standard 
outlets 


No. 8460 
Pull Chain 
Lamp Base 


fem. VAL 
Keyless 
Lamp Base 


No. 8410 Tum- 
bler Switch 


No. 8430 
Duplex Flush 
Receptacle 


No. 8440 


Rosette 


No. 8450 Blank 
Junction Box 





give you distinct “Sales 
Clinching” advantages on 
Surface Wiring Jobs 


Surfolets are the latest and most mod- 
ern developments in surface wiring 
devices. 

Their white porcelain bodies, 
attractive modern design and sturdy 
construction provide unusual customer 
appeal and are effective sales clinchers. 


neat. 


Installation is made in almost half the 
time necessary for conventional out- 
lets and thus offer contractors real 
sales and profit possibilities 
Underwriters’ approval is assurance to 
the customer of complete safety and 
protection. Line your contractors up 
with Surfolets for more sales. 
Write for full details 
TODAY 


PORCELAIN PRODUCTS, INC. 


FINDLAY, OHIO 





G. E. Promotes Bullock 
(Continued from page 11) 


nois, Bullock has had experience in 
all phases of advertising during his 
with General Electric. In the 
new position, he has charge of ad- 
vertising and promoting all traffic and 
major appliances (excepting heating 
and air conditioning equipment) and 
construction materials produced at 
Bridgeport. 


years 





GETTING 


LOWDOWN on 
Mrs. America wants in her hand iron. 
General Electric is using its exhibit 
at New York Fair to show its wares, 


what 


also learn what the public wants. The 
hostess is asking this Fairgoer which 
type of iron she prefers. Styling ideas 
are also picked up on various other 
appliances. 





Premier Mavceting 
Commercial Cleaners 


Further broadening its activities in 
the vacuum cleaner field, the Premier 
Imperial Division of Electric Vacuum 
Cleaner Co. has presented a heavy 
duty cleaner for sale to hotels, hos- 
pitals, office buildings, night clubs, 
and other outlets requiring this type 
of cleaner. 

\ portable type machine, totally 
self-contained, which plugs into any 
outlet, it makes another 
good line for wholesalers and dealers 
now handling Premier’s line of house- 


hold 


convenience 


cleaners. 


G. E. Supply Buys 
Buffalo Distributor 


The General Electric Supply Corp. 
has purchased the assets (excepting 
receivables and commercial refriger- 
ation) of Frank Wolf, Inc., Buffalo 
distributor of General Electric spe- 
cialty appliances. These appliances 
will now be handled by the G.E. 
Supply house. 

Announcing the purchase, District 


Manager R. D. Glennie stated, “The 
leading members of the sales person- 
nel of Frank Wolf, Inc. will be asso- 
ciated with us and continue to main- 
tain sales contacts for us on General 
Electric specialty appliances.” 


Wisconsin Outing 


WAUKESHA—Defying superstition, 
more than 125 members of the Wis- 
consin Radio, Refrigeration & Appli- 
ance Association gathered at the 
Merril Hills Country Club here for 
the Annual Outing on September 13. 
It was a full day, starting early in 
the morning and ran on-and-on. 
General Chairman A. Van Antwer- 
pen had entertainment for all, such as 
golf, running races, ball games, tug- 
of-war. Prizes were supplied by 
wholesalers, manufacturers, utilities, 
publishers, and finance companies. 


McCarthy & Ford 
Show Appliances 


BUFFALO—Formally opening its 
new exhibit hall, McCarthy Bros. & 
Ford staged an appliance exhibit for 
more than 100 dealers September 7 
and 8. Westinghouse, RCA, Sunbeam 
and Toastmaster appliances were on 
display, went over well, for Harris 
McCarthy, sales promotion manager, 


reports that “surprisingly large or- 
ders” were booked those two days. 


The exhibition hall, which is part of 
a recent $35,000 addition to the com- 
pany’s building, will be used frequently 
thereby eliminating the 
need for an outside hall or hotel room. 


for shows, 





35-YEAR MEN. Walter Drury, left, 
and James I. Colwell have completed 
35 years of Graybar service. Drury, 
manager of both the New York house 
and the eastern district, started in 
Western Electric’s Chicago office fol- 
lowing graduation from Purdue. Col- 
well, northwestern district manager 
with headquarters at Seattle, entered 
Western Electric’s New York office, 
after finishing Princeton. 
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HERE ARE A FEW OF THE 
PRODUCTS IN THE 









































)- 
4 COMPLETE 
al RACO e ALL-STEEL @ 
PRODUCTS LINE 
“" RACO ALL-STEEL 
vi OLD WORK SWITCH BOX for 
mounting in a rewiring or moderni- 
he zation job. 
or 
13. 
in 
er- 
as 
w- 
by 
ies, 
RACO ALL-STEEL 
*“*PRI-OUTS” for Clamp Boxes, in 
both the Switch Box and Outlet 
Box lines. 
‘a. 
| | IB 
(| 
i Ka ; “ 
its J 
2. 
Ma RACO ALL-STEEL 
“> | “YOU CAN ALWAYS BE SURE OF CUSTOMER SATISFACTION  s*10% 0s, 2m ni 
eam Box you need is in the Raco 





> WHEN RACO + ALL-STEEL » PRODUCTS ARE USED” — *#se"'th 


ris 

ger, @ Customer satisfaction is all-important on new jobs. RACO @ ALL-STEEL ¢ 
or- — on wiring jobs. It is assured when you PRODUCTS are designed to comply 
S. use RACO @ ALL-STEEL @ PRODUCTS. with your local conditions and require- 
rt of They have won the nation-wide approval ments—and are built to facilitate in- 
‘om- of architects, contractors, electricians stallation and protect your interests. 
ntly 


and builders. This acceptance can be 





the § traced to the efficiency of these products More than 40 years of experience is RACO ALL-STEEL 

yom. ; weal m “ss sailed behind the switch boxes, outlet boxes, “HI-LO” BARRIERS for the 
in meeting modern wiring requirement: codices a ae eden. 
economically. cutout boxes, cabinets, fuse cabs and 


Developed by competent engineers, conduit fittings carrying the famous 


RACO @ ALL-STEEL @ PRODUCTS RACO and ALL-STEEL trade-marks, 











keep pace with the changes in wiring assuring continued satisfaction and de- 
trends—and present many advantages pendability. Write for a copy of the 
in the steadily increasing rural and RACO @ ALL-STEEL @ PRODUCTS 
urban modernization market as well as catalog—there is no obligation. 
RACO ALL-STEEL 
Distribyted Nationally by UTILITY or HANDY BOXES for 
° surface wiring—old or new work. 
sole ALL-STEEL-EQUIP COMPANY, INCORPORATED 
eted 310 GRIFFITH AVE. ¢ AURORA, ILLINOIS 
ury, 
puse Factories: South Bend, Indiana @ Aurora, Illinois 
| in 
fol- 
Col- RACO - ALL-STEEL - PRODUCTS 
nt! SWITCH BOXES + OUTLET BOXES - CUTOUT BOXES a RACO ALL-STEEL 
ered CABINETS + FUSE CABS + CONDUIT FITTINGS EXTERNAL MOUNTING EARS 
fice, for Oulet Boxes. Any type of 
Raco All-Steel Octagon Box will 
»e furnished with External Mo - 
Distributors in All Important Centers A Ears on pe 3 yom my sa 
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for every type of electrical con- 


nection. For any combination of 
tube, bar, cable, or wire. 


More than 6,200 items. 


Clamp Type 
Tees in all sizes 
High coppe: 
alloy; machined 
contact sur 


| 


MN | 


> 
Self-Locking Tees 
that hold perma 
nently tight. With 
" and without exten- 
. sion 


“< w.. 


J er) yy 


Reducer Con- 






nectors for 
different sizes of cable High copper 
with Everdur bolts, nuts, lockwashers, 


HVUNONI.NU.UU.ONUL.ULALULLNL.NL LEER 


You will be interested in the many 
NEW and IMPROVED fittings in 
the Penn-Union Write 
for it. 


Catalog. 





Every item thoroughly tested, and 
Dependable. 
Preferred by leading Utilities and 
“Industrials.” 

Sold by leading jobbers 


PENN-UNION ELECTRIC 
CORPORATION 
ERIE, PA. 
You'll find it in the complete line 


PENN: 
UNION 


Conductor Fittings 








G.E. Appoints 
Advertising Committee 


In order to plan and coordinate ad- 
vertising policies and programs, Gen- 
eral Electric has set-up a committee 
with responsibility for this sort of 
activity. Chester H. Lang of Schenec- 
tady, advertising manager, heads up 
the group. Working with him are 
B. W. Bullock, advertising head of 
the Appliance and Merchandise de- 
partment, Bridgeport, and H. F. 
sarnes of Cleveland, sales promotion 
manager of the Lamp department. 
This group reports to Charles E. Wil- 
son, executive vice president. 


Polaroid Moves 


Expanding its manufacturing facili- 
ties, the Polaroid Corp. will soon be 
located in enlarged quarters on Main 
St., Cambridge, Mass. The present 
address is 285 Columbus Ave., Boston. 


League Outing 


RICHMOND, VA.—Fall activities of 
The Electrical League got under way 
on the 21st of last month with a golf 
tournament and dinner at the Hermi- 
tage Country Club. Billie Burke, sales 
manager of Tower-Binford Electric, 
had charge of the outing. Following 
dinner, Sam H. Hazelton, lighting en- 
gineer for General Electric, discussed 
fluorescent and _ other light 


sources. 


new 


Friedman Expands 


PHILADELPHIA—Because of in- 
creased volume and the necessity for 
carrying larger stocks, I. A. Friedman 
& Co. has taken two additional floors 
in its present location at 115 N. Fourth 
St. 


Hawkins & Hagen 
At Kansas City 


Hawkins and Hagen Electric Sales 
Co., progressive manufacturers’ agents 
of St. Louis, have expanded into the 
Kansas City territory. To cover that 
section, they have opened an office 
at 1623 Locust St., with Gene Hagen 
as manager. 


Adams Directs 
M-B Engineering 


MERIDEN, CONN.—Prominent in 
the field of appliance engineering, J. C. 
Adams has joined Manning, Bowman 
& Co. as chief engineer. A graduate 
electrical engineer of the University 
of Michigan, Adams had been with 
General Electric for the past 16 years. 
Prior to 1932, when he was appointed 
assistant to the managing engineer 
at Bridgeport, he was design engineer 
for the Edison Electric Appliance Co., 


Chicago. 





"He's an electrical salesman. 


His wife hit him with a catalog.” 
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SERV-U-FONES 
: 4 Low priced, all metal tele- 


phones, in common talking 





systems of two to ten sta- 


tions. Conveniently pack- 





aged, simple to install. 


IDEALFONES 


Compact, wall type tele- 
phones, with molded plas- 
tic handsets. Available 
with one or five buttons 
for common talking service 


up to ten stations. 


INTERCOMS 
Use same handset as 
Idealfones, but available 


n both desk and wall 


styles. Common _ talking 
systems of two to eleven 


stations. 


; 
P-A-X’s 

Private automatic exchange 
systems providing dial 
service and secret connec- 


tions. Available in any ca- 





pacity from ten stations 


¥ up, with telephones in a 
. wide variety of types. 








PRIVATE 


Sales and Service Offices in Principal Cities * 
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Easy to Sell. Automatic Electric Private Interior 
Telephone Systems are easy to sell because the market 
is particularly receptive. People are communication 
conscious—keenly aware of the time-, step- and 
money-saving advantages of intercommunicating serv- 
ice in offices, shops, factories and homes. And they 
are ready to buy! 

This business belongs to you—cash in on it. It is 
within your field, the market is still practically un- 
touched, and the profits are attractive. If you need 
help, the Automatic Electric field man is at 
service. 


your 


Easy to Install. Automatic Electric Private Interior 
Telephone Systems are easy to install because each 
piece is labeled for instant identification, all equip- 
ment is designed for quick assembly, and complete 
instructions are expressed in brief, simple, non-tech- 
nical language. 

Shown here are four of the many types of Private 
Interior Telephone Systems available. Our local rep- 
resentative will gladly supply you with literature. 
prices and discounts, as well as work with you on 
specific jobs. A call will bring him promptly. 


private service. They cannot be connected 


These Intercommunicating Systems are for 
° * 
with the public telephone system. 


INTERIOR TELEPHONE SYSTEMS 


AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 


In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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This ‘es 


SIMPLE 
METHOD 


IS THE CHOICE 
OF CONTRACTORS 
BE SURE YOU 
CAN SUPPLY THEM 







B-M 
CONNECTORS 


and 


COUPLINGS 


B-M INDENTER 














Contractors like this simple 
method — they like the simple 
way they work—they like the 
neater jobs with no complicated 
installation troubles, and they 
like the savings they make for 
them. They are indispensable 
after one trial and the savings 
they make on the first job pays 
for the B-M Indenter which is 
the only tool necessary to make 
the installation. Two squeezes on 
the handles of the Indenter and 
the B-M Connector or Coupling 
is securely fastened. 


We limit the use of our tools to 
the installation of our fittings 
only, by our patents. Listed by 
Underwriters’ Laboratories. Are 
you well stocked to meet the 


demand? 


BRIEGEL METHOD TOOL CO. 


Not Incorporated 


GALVA, ILLINOIS 





Distributed by: 
THE M. B. AUSTIN CO. 
Chicago, Illinois 
CLAYTON MARK & CO 
Evanston, Illinois 
CLIFTON CONDUIT CO 
New York City 
GENERAL ELECTRIC CO 
Bridgeport, Connecticut 
THE STEELDUCT CO 
Youngstown, Ohio 
ENAMELED METALS CO 
Pittsburgh, Pa. 7 
NATIONAL ENAMELING & MFG. CO. 
Pittsburgh, Pa. 
TRIANGLE CONDUIT & CABLE CO. 
Elmhurst, New York City 








56 





| 


| 
| 


THE MOVE 





J. A. (Jim) Creech is now bringing 
in business from eastern North Caro- 
lina and the bordering section of 
South Carolina for Tower-Binford 
Electric & Mfg. Co., Richmond, Va. 
Jim used to be with Griffin Appliance 
Co., Lumberton, N. C., and Carolina 
Power & Light, Raleigh. 


J. H. Cohen replaces G. B. Fleming 
at Richmond as service supervisor of 
G-E Supply Corp. Fleming has been 
transferred to Norfolk as branch serv- 
ice manager. M. R. Gray moves from 
Norfolk to Roanoke as branch service 
manager. 


With ten years of appliance selling 
behind him, Arthur Boyd has joined 
the sales staff of Braid Electric Co., 
Nashville, Tenn. He has charge of 
Braid’s Zenith and Kelvinator sales 
in the city territory. 


Now covering the territory west of 
the Hudson River for Electra Supply 
Co., Poughkeepsie, N. Y., is Howard 
K. Phillips. He sells wiring materials 
and small appliances, formerly travelled 
for Canfield Supply Co., Kingston, 
Nn. ¥ 


M. C. Sweeny and Earl Spicer have 
joined the hustling staff of Loeffler 
Electric, Inc., Toledo, Ohio. Sweeny 
contacts city accounts, Spicer sells at 
the counter. 


Willis Meyers and J. H. Walker are 
on the sales staff of Brown Supply 
Co., St. Louis. Previously with 
Westinghouse Electric Supply, Meyers 
is selling contractors and industrials. 
Walker specializes on the hardware 
trade, pushing both supplies and appli- 
ances. He was with United Electric, 
St. Louis. 


A promotion for J. M. O’Donnell of 
Graybar’s New England territory ad- 
vances him to merchandising and sales 
promotion manager at Boston. He 
was manager of the Worcester branch. 
Salesman Harold M. Rappell has been 
upped to head man there. 


A newcomer to the _ wholesaling 
business, Ray Kay has started in the 
warehouse of Brady Electric, Inc., 
Elmira, N. Y. 


Lappin Electric Co., Milwaukee, has 
added John P. Forthoefel to the 


organization to manage the radio and 
appliance departments. He formerly 
had charge of radio activities at 
Morley-Murphy, Milwaukee. 


Francis Geir, who was with Shep- 
herd Electric, Baltimore, has joined 
Ace Electric of Washington, D. C. 


William Derr has joined the staff of 
Greenfield Electric, Baltimore. He 
had been with Lee Electric. 


New men in the sales department of 
Toastmaster Division of McGraw Elec- 
tric are C. Y. Goss, G. W. Yeoman 
and Harry B. Davis. Goss travels 
from New York, Yeoman travels out 
of Chicago and Davis works in the 
headquarters sales office at Elgin, Ill. 





OBITUARIES 


Francis Earl Davis 


Francis Earl Davis, apparatus and sup- 
ply salesman in the Metropolitan area 
for the Westinghouse Electric Supply 
Co., Portland, Ore., died of a heart attack 
September 10. The funeral was held at 
the Portland crematorium September 13. 
Mr. Davis had been with this company 
and its predecessor the Fobes Supply 
Co. for over 20 years. Still earlier than 
that, he had been connected with M. J. 
Walsh. He was born in Salem. Ore. 
in 1890. 

He was a member of the Electric Club 
of Portland, and was keenly interested 
in sports, particularly golf and baseball. 
In 1911 and 1912, he played semi-profes- 
sional ball in the old Tri-city League. 
He was a member of the Riverside Golf 
Club. 

Surviving relatives include his widow, 
and a daughter, Shirley Jane. 


MEETINGS AHEAD 





Empire State Gas & Electric Associa- 
tion—Annual convention at West- 
chester Country Club, Rye, N. Y., 
October 19 and 20. 


National Electrical Manufacturers 
Association—Semi-annual convention 
at Palmer House, Chicago, October 
23 to 27. 


National Electrical Wholesalers Asso- 
ciation—Semi-annual convention at 
Gibson Hotel, Cincinnati, October 16 
to 20. 


National Safety Council—Meeting at 
Atlantic City, N. J., October 16 to 20. 


WHOLESALER’S SALESMAN — October 1939 











Ra 
Co. 
for 
cho 





Wisconsin Utilities Association—An- ee 
nual convention of commercial and ae —_———_ 
t technical divisions at Schroeder Hotel, | 


Milwaukee, November 6 and 7. 
e PORCELAIN OVERSIZED 


MORE FACTS vin ttee RECEPTACLES 
and 





They sell on sight 











Sf ON PRODUCTS 

e COVERS 
e PORCELAIN b 

, Christmas Lights—Noma Electric KEYLESS y 

_ Corp., 524 Broadway, New York. A 

wa 32-page booklet describing complete RECEPTACLE SN 

in line of equipment for brightening up For 3%” Box KNOX) 

Is Christmas Season. Described and color- 

ut fully illustrated are illuminated tree More eye appeal 

1€ bases, tree sets, crosses, wreaths, 

ll. candles, novelties. 





V2 INCH LARGER 
“ee THAN STANDARD ~~ ° PORCELAIN 
Demand Meters—General Electric Co., PULL CHAIN 
Schenectady, N. Y. Catalog GEA-3121 


illustrates and describes their indicat- RECEPTACLE 


ing alternating-current contact-oper- For 3%” Box 












































ated demand meters—front-connected, VER UP 

[ype M-16 and back-connected, Type THEY CO Over Five 

MS-16. 1 Cracks and Holes — sins 

2 Rust and Dirty Spots No. 1793-C 

ap- || Multi-Breaker—Bryant Electric Co., 3 Broken Plaster, etc. 
ol Bridgeport, Conn. Booklet (12 pages) ‘ 
ile describing, illustrating and pricing line See Your Jobber Now or Write Us for Samples and Prices 
ed of “Nofuse” Load Centers. Installa- 
las tion diagrams also included. KNOX PORCELAIN CORPORATION 
13. 
any ; : KNOXVILLE TENNESSEE, U. S. A. 
yply § Photolamps—General Electric Co., Nela | —__ eiaiapananieiane = - me aaa 
han Park, Cleveland. Four-page pamphlet | 
_ ij. answers those questions put to sales- | 
dre. men concerning various photolamps. 


Shows various types available and what 


22 | LAST CALL! 
sted z 


ball. 

rfes- Portable Instruments—Roller-Smith | FOR MANUFACTURERS 
gue. Co., Bethlehem, Pa. Catalogue 123 gives | 

Golf general and technical information on | 


a.c. and d.c. portable instruments. 
dow, | FINAL FORMS FOR 


Radio Instruments — Burgess Battery 1940 EDITION 


Co., Freeport, Ill. A list of radio test 
instruments with the correct battery 
replacement stock numbers. Contains 


information for radio service men, | EL ECTRICAI 
engineers, radio operators, and ama- 


teurs. Companion piece to their “Re- 


placement Guide to Portable Bat- BUYERS 
teries”’. 
vest REFERENCE 
Vest- _ : 
Y. Radio Transformer—Jefferson Electric 


Co., Bellwood, Ill. “Replacement Trans- 
former Guide”, a 32-page book listing 
hokes; power, filament, plate and audio 


urers § transformers for use on all radio receiv- CLOSE ocT 15th 
ntion rs marketed during past ten years. ue 


tober Especially valuable for service men. 


Asso Solenoids — General Electric Co 


‘arr Schenectady, N. Y. Publication GEA— 














er 16 ve wert ig "g oe FOR YEAR-ROUND SELLING TO 20,000 BUYERS, SEND YOUR 
f line of AC z YC so ids whic 
nly 6 sae le died, Ser tne SPACE RESERVATION TO ELECTRICAL CONTRACTING, 330 
1etic action, for general industrial appli- 

ng at ty ak a t+ ee valves WEST 42nd STREET, NEW YORK CITY : “ . . 

to 20. § and brakes. 
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YOURS 


An efficient salesman is one who knows. 


He knows about the lines he sells (and 
their competitors). He knows about new 
products (before his customers do). And 
most of all, he realizes that such knowl- 
edge makes him more valuable to his 
buyers—increases his sales efficiency. 


Advertising in WHOLESALER’S SALES- 
MAN is “must” reading for the salesman 
who knows .. . Because this advertising 
is designed especially for the wholesaler 
and his salesman, to give facts that will 
help them sell. 


Have you given the ads in this issue a 
thorough going over? Try the QUIZ on 
the opposite page and see! 





YOU WILL REGULARLY FIND HELPFUL INFORMATION FROM THEMA 


Adam Electric Co., Frank 
All-Steel-Equip Co. 

Alphaduct Products Co. 

American Automatic Elec. Sales Co. 
American Blower Corp. 

Anaconda Wire & Cable Co. 
Arrow-Hart & Hegeman Elec. Co. 
Benjamin Electric Mfg. Co. 

Boston Woven Hose & Rubber Co. 
Burndy Engineering Co. 

Bussmann Manufacturing Co. 





Carboloy Co., Inc. Fullman Manufacturing Co. BHunte 
Chase-Shawmut Co. General Cable Corp. Hygre 
Clifton Manufacturing Co. General Electric Co., Bridgemilisco 
Colt's Patent Fire Arms Mfg. Co. General Electric Co., Nela "BJeffor 
Connecticut Telephone & Elec. Corp. General Electric Vapor LampifKelley 
Couch Co., Inc., S. H. Goodrich Electric Co. McGii 
Crescent Insulated Wire & Cable Co. Greenlee Tool Co. Natio 
Cutler-Hammer, Inc. Guth Co., Edwin F. Noma 
Delco Appliance Corp. Hazard Insulated Wire Wort Olive 
Diehl Manufacturing Co. Hubbard & Co. Parr E 


Fleur-O-Lier Manufacturers Hubbell, Inc., Harvey Pass § 


Manufa 












PALES EFFICIENCY... 


The advertising in WHOLESALERS SALESMAN 
gives data that will 


9 
u: 
n ve 


help you sell! &S Qu 





THE MANUFACTURERS IN THE ADVERTISING PAGES OF “WHOLESALER’S SALESMAN" 


Co. BHunter Fan & Ventilating Co. Penn-Union Electric Corp. Triangle Conduit & Cable Co., Inc. 
Hygrade Sylvania Corp. Plymouth Rubber Co. Trico Fuse Mfg. Co. 
idgef™ lsco Copper Tube & Products, Inc. Porcelain Products, Inc. Trumbull Electric Mfg. Co., The 
ela "BJefferson Electric Co. Progress Manufacturing Co., Inc. United States Rubber Co. 
LampiiKelley, Inc., Frank Quadrangle Manufacturing Co. Van Cleef Brothers 
McGill Mfg. Co. Reflectors, Inc. Wakefield Brass Co., F. W. 
National Carbon Co. Signal Electric Mfg. Co. Ward-Leonard Electric Co. 
Noma Electric Corp. Square D Co. Webster Electric Co. 


Oliver Iron & Steel Co. Steber Manufacturing Co. Westinghouse Electric & Mfg. Co. 
Parr Electric Export Corp. Thomas & Betts Corp. Westinghouse Lamp Co. 
Pass & Seymour, Inc. Thompson & Co., Henry G. Wiremold Co. 






Manufacturers using one page or more on annua! contract are listed. 






















ADVERTISERS’ Increase Your Profit Rate 
INDEX Our Products meet all Specifications and 


Catalogue references 


























































my Sold thru Wholesalers 
Page and priced attractively 
Adam Electric Co., Frank....... 47 Potheads, all ty 
: otheads, pes 
All-Steel Equip. o. ates - tetas ~ Sectionalizing Boxes 
American Automatic Elec. Co... x Buss Supports & Clamps 
Arrow-Hart & Hegeman Electric Solder Type Lugs 
CO. ccc ccccccees ates onggene 4 Cable Filling Compound 
The Powder-Packed element Split Tinned Sleeves 
in TRICO FUSES is not in- B "i 
h bl ith di ; Quantities Furnished to 
tere angeat e with ordinary Briegel Method Tool Co.......... 56 UTILITIES 
bare-link" types. You get Burndy Engineering Co........ -. 60 ALL GOVERNMENT DEPTS. 
all the repeat business and Bussmann Manufacturing Company CONTRACTORS 
eliminate all price competi- Back Cover, 6 INDUSTRIALS 


tion. You actually build a 
fuse business for the future. 


c RUSGREEN MFG., CO. 


14262 BIRWOOD DETROIT, MICHIGAN 


































































Users, too, are guaranteed Carboloy Co., Inc.. pa dtc nee ae 
better service from TRICO Chase-Shawmut Co., The.......... 50 
Powder-Packed Fuses be- eee Se Se a ee > 
cause each element is cus- Crescent Insulated Wire & Cable WE . ie ~~ 
tom-built for maximum per- ks scnicésdiicbneienl shave nina’ 51 
formance. | Curtis Lighting, Inc.............. @ 
Cutler-Hammer, Inc. 
Cash in on this profitable, Inside Front Cover \ your EXPORT DELIVERIES 
non-competitive repeat bus- We handle overseas orders for American 
iness, and the value of D clestrical wholesalers « Goctrienl | mane- 
aa ; ; acturers. We pay cas ew York, ca 
satisfied customers. Display Stage Lighting Co., Inc. 34 > the foreign ecctants and qnuuene the ~~ mo 
| sibility for consular and customs require- 
ments. 
SELL TRICO! | F 7 
Get complete details from your Fullman Mfg. Co ite Seaewdien 
TRICO Representative or write G 
TRICO FUSE MFG co General Electric Co. (Bridgeport) 49 | 
: ~ E General Electric Co. (Nela Park) 20 
Milwaukee, Wis. Goodrich Electric Co sks 
— Greenlee Tool Co bien s Te 
. ICQ F ES . 360 FURMAN ST, 
STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS Hygrade Sylvania Corp........... 33 CABLE ADDRESS 
I 
Ilsco Copper Tube & Products, 
ee a a ecu ae 
K 
Knox Porcelain Corp 57 
N 
Noma Electric Corp.. 42 
North American Lamp Co 34 4 INSULATED 
Pp 
Parr Elec. Export Co..... 60 : STAPLES 
Penn Union Electric Corp 54 se 
Plymouth Rubber Co. 
Inside Back Cover 
Porcelain Products, Inc.. 52 : 
Progress Mfg. Co., Inc.. 35 SOLE , MFGRS. 
. S.H.COUCH COMPANY, inc. 
| Quadrangle Manufacturing Co.... 34 North ernie a Mass. 
| . 
Reflectors, Inc.. ; ‘acu 
RLM Standards Inst., Inc is aa ee 
Rusgreen Mfg. Co Pawnee 60 FOR SALE 
s An interest in manufacturers’ agency 
SCRULUGS , Square BD Compeny.... | -« # business in Southern California, es- 
ARE TIN oo T tablished for 20 years, handling 7 
‘ Triangle Conduit & Cable Co.... 44 well known lines of wire, cable, 
Sena Pee Ge Gn ck dev cscwvice 60 


switches, boxes, fittings, wiring de- 
Trumbull Electric Mfg. Co., The.. 39 3 3 


vices, etc. Party interested is to 


U have thorough knowledge of the 

United States Rubber Co...... 36, 37 business, executive ability, and 

Ww some capital. Write Box No. WS-101, 

Wakefield Brass Co —— ~ care of Wholesaler’s Salesman, 330 

B U R N D Y | Ward Leonard Electric Co.... 2 ae West 42nd Street, New York. N. ¥ 
ENGINEERING CO., INC. Wissmelé Ca... The..........23.... 8 : > a 


459 E. 133 Street, N.Y. C. 
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